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| Rough Proofs 


They make shoes out of rattle 
snake skins, and the American 
L* Weekly says there’s a big demand for 
} canned rattlesnake meat. Like the 
packers who employ all of the pig 
) except the squeal, the Florida snake 
farmers use up all of their pets ex- 
cept the buttons. 
vvey 
Kraft cheese says that an elabo- 
' rate cheese classification—not men- 
' tioning any names, of course—is as 
complicated as the rule of eleven. 
| The chap who wrote that probably 
* wouldn’t make a very good bridge 
partner. 


J 


ne 


a 


vvy . 
' The rule of eleven isn’t compli- 
- cated—it just seems that way. If it 
were made to appear too simple, the 
' demand for syndicated mss. from 
those charming people, the Culbert- 
* sons, would decline to pre-war levels. 
j vvy 
: Advertising artists have displayed 
| the so-called fair sex in so many 
_ stages of dress and undress that the 
; only way to shock ’em nowadays is 

to strip a ten-year-old boy, as Petti- 
' john’s does in its current copy. 
: 2. &. ¥ 
+ The lack of excitement over the 
> chaste nudes of advertising art re. 
minds one of the Hollywood story 
of the late Wilbur D. Nesbit. A 
blasé Californian, invited to see a pa- 
‘rade featuring a film Lady Godiva on 
a white horse, immediately agreed to 
attend=-“I haven't seen a white 
horse in years.” 

. > 3 

George Bernard Shaw was re- 
ported to have been so biting in his 
remarks in a Hollywood studio that 
he left one charming actress in 
« tears. But to G. B. S., what’s the 

grief of a beautiful lady compared 


with reams of equally beautiful pub- 
* licity? 
‘ 


7 
If the demand from advertisers for 
the funny pictures of O. Soglow con- 
, tinues, magazine editors will soon be 
able to amuse their readers ade- 
quately without putting a strain on 
the art budget. 
) vvy 
Hoover vacuum cleaner advertis- 
ing is worth at least twice as much 
« as it has been for the past four years. 
Now you can read it and think of 
Canton instead of Washington with- 
out a struggle. 
, = 9 
“Our hand has not lost its skill,” 
a New York brewer assures his pros- 
, pective patrons. And most of them 
cheerfully rejoin, “Our elbows are 
still working, too.” 
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= 2 
“I’m not going to wait any 
longer!” declares Packard’s arm 


chair hero. It’s just possible he’s 
referring to the formidable book-sets 
pictured behind him—he’s been in- 
tending to get at reading them for 
a long time now. 
‘ vvwey 
The advertising department reports 
that an agency wired copy for a dis- 
play “help wanted” advertisement. 

If that isn’t a sign of reviving busi- 

ness, a lot of people are wrong—in- 

cluding the advertising agency. 
, 2 & 

The millennium was promised 
when the lion and the lamb lay down 
together. There’s no cause for excite- 
ment yet—but the Pennsylvania and 


, 


j the Wabash are advertising their 


Detroit train service jointly. 
s vvgy 
Knox is offering hats in ovalized 
sixteenths, but the shrinkage of most 
‘ heads has been a lot more than that. 
Copy Cun. 


GENTLE DIG IN 
COAL PROGRAM 


STARTS BATTLE 


Reprisals Threatened by Oil 
Burner Men 


New York, March 30.—Up in arms 
over what it regards as unfair ad- 
vertising by a coal company, Ameri- 
can Oil Burner Association has called 
on its 3,500 members to file vigorous 
protests with the Columbia Broad- 
casting Company for permitting a 
continuance of statements alleged to 
be injurious to the oil burner in- 
dustry. 

The association is prepared to go 
considerably further and adopt active 
measures of reprisal unless the Dela- 
ware, Lackawanna & Western Coal 
Company, the advertiser in question, 
tones down its Blue Coal program. 
This offensive has taken the form of 
making news stories of coal gas ex- 
plosions available to dealers. 

The association dispatched a batch 
of such newspaper headlines to mem- 
bers under the heading, “In the sil- 
ent path of the Coal Ghost,” the last 
two words being capitalized. It gave 
this warning, however: 

“The association.wants to make it 
plain that this folder was designed 
only as a weapon of defense and ex- 
pressly cautions the dealer against 
using this type of material as general 
sales strategy.” 


Protests Lodged 


The controversy started in Feb- 
ruary and the American Oil Burner 
Association lodged protests with Na- 
tional Broadcasting Company, Co- 
lumbia Broadcasting System and 
Ruthrauff & Ryan, the agency for the 
Delaware, Lackawanna & Western 
Coal Company. 

“Assurance was received,” accord- 
ing to the association, “that a strict 
censorship would be undertaken on 
the program script and that all refer- 
ences believed to be unethical or 
openly unfair to oil heating would be 
eliminated. 

“The matter appeared to be satis- 
factorily closed when on March 5, 
during the commercial announcement 
on the Blue Coal Revue it was stated 
that ‘Blue Coal is safe and depend- 
able’ and ‘you do not have to worry 


about explosions or something going 


wrong because of mechanical de- 
fects.’” 

This elicited the following blast 
from Arthur W. Clark, managing sec- 
retary of Distillate Burner Manufac- 
turers’ Association and of the Dealer 
Division, A. O. B. A.: 

“The coal people have a perfect 
right to sell and sell hard, such good 
points as may recommend their re- 
spective grades of fuel, but when 
they must resort either to untrue 
innuendo or open statements de- 
signed to reflect against a competi- 
tor, responsible agencies should in- 
tervene. 

“If anyone believes there is no 
danger of explosion—not to mention 
asphyxiation—from coal, let him 
write us for an enlightening docu- 
ment called ‘In the Silent Path of 
the Coal Ghost.’”’ 

This collection of horror stories 
makes the alleged indiscretion of the 
coal company seem pale and anemic 
by comparison. 


fumes. 


It contains repro- 
ductions of newspaper stories and 
pictures dealing with disasters at- 
tributed to coal explosions and coal 


New York, March 30.—Metropoli- 
tan brewers fidgeted, legislatures 
which have looked to New York for 
ideas marked time, and the W. C. 
T. U. openly expressed its amuse- 
ment and satisfaction, as political 
factions warred at Albany over beer 
control legislation all week. With 
enactment of a bill as yet nowhere 
in sight, New Yorkers face the ironic 
prospect of their own aggressively 
wet state forbidding the sale of beer 
under heavy penalties for perhaps as 
much as a month after April 7. 

The political fight on the gover- 
nor’s bill which had the attention of 
the legislators this week centered on 
the plan to form a non-political state 
control board by the selective ap- 
pointment by the governor of candi- 
dates nominated by civic organiza- 
tions. Local boards, to serve with- 
out remuneration, would be ap- 
pointed by the central board, and the 
personnel of all boards would be 
placed under civil service. 

The governor’s bill originally pro- 
hibited saloons, but was amended to 
make the legality of this type of out- 
let subject to the will of the proposed 
board. It is understood that.an of- 
ficial blessing will descend on a func- 
tional counterpart when satisfactory 
legislation is introduced. 


Workingmen Want Saloons 


In championing the saloon, the as- 
semblymen are not unmindful of the 
stand taken by labor organizations. 
Rank and file pressure compelled 
heads of several state unions to call 
the governor’s attention specifically 
to the workingman’s interests. 

Julius Liebmann of Liebmann 
Brothers Brewery, Brooklyn, a 
spokesman for the brewers, stated 
publicly that they take no position 
whatever in the bar controversy and 
that the matter should be settled en- 
tirely by public opinion. 

Actually, most of the brewers are 
secretfully fearful of the return of 
the old fashioned saloon, and, far 
from being neutral, will work with 
might and main to see that a strictly 
co-educational institution takes its 
piace. After 14 years of undisturbed 
meditation, they have swung around 
to the opinion of eminent psycholo- 
gists that the dry hosts recruited 

(Continued on Page 8) 


Dailies Get Taste 


Of Beer Copy; Sale 
Of Equipment Booms 


Chicago, March 30.—Though bat- 
tles over the division of the spoils 
may delay the re-birth of beer in 
some states, in this part of the land 
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April 7th 


Prima Company, Chicago, has in- 
troduced this appropriate emblem 
in current newspaper copy. 


preparations for the celebration of 
April 7 are proceeding without hin- 
drance. 

Meanwhile, though there is some- 
what less advance beer advertising 
throughout the country than was ex- 
pected, the pulse of business has 
been quickened by the bustle at 
breweries. The printing and litho- 
graphing industries have felt the de- 
mand for labels; motor truck manu- 
facturers are booking orders for 
quick delivery of the trucks which 
supplanted the splendid six-horse 
teams during the later days of beer, 
while manufacturers of bottling 
equipment, containers, and the host 
of other accessories necessary in the 
manufacture and distribution of beer 
are doing their utmost to rise to the 
emergency. 


Tank Car Contracts Placed 


Not least of these is General Amer- 
ican Tank Car Corporation, which 
once operated a large number of re- 
frigerator cars in the name of beer. 
The company has signed contracts 
with eight nationally known brewers 
for the transportation of beer in its 
cars. These manufacturers are 
Schlitz, Pabst, Blatz, Gettleman, and 
Miller (High Life), all of Milwaukee; 
Schoenhofen (Edelweiss) and Prima, 

(Continued on Page 8) 


country, died suddenly early today. 


and chairman of the board. 


Arthur Kahne. 


Last Minute News Flashes 


A. C. Pearson, U. P. C. Head, Dies Suddenly 


New York, March 31.—Andrew C. Pearson, president of the National 
Publishers’ Association, and one of the leading business publishers of the 


He was 60 years old. Starting with 


Dry Goods Economist in 1898, he became secretary of United Publishers 
Corporation, in 19¢3, advancing successively to treasurer, vice-president 


United States Brewing Company Appoints 
Chicago, March 31.—United States Brewing Company, producer of Rhein- 
gold, Savoy Special, Lowen Brau and New Life Malt Tonic, and said to be 
the oldest operating brewery in Chicago, has placed its account with 
Reincke-Ellis-Younggreen & Finn. An extensive campaign is being planned. 


Mudge Named Libby Advertising Manager 
Chicago, March 31.—Dudley H. Mudge, formerly account representative 
in the Chicago office of J. Walter Thompson Company, has been named 
advertising manager of Libby, McNeill & Libby, succeeding the late 


NEW DRIVE FOR 
SAFETY GLASS 
FEATURES PRICE 


3-Year Old Campaign Hits 
New Stride 


Toledo, Ohio, March 30.—The 
Libby-Owens-Ford “three year plan” 
for the promotion of safety glass will 
enter its climaxing phase in April, 
when an aggressive price campaign, 
tying-in with the Spring automobile 
buying season, will be unleashed. 

A schedule of seven national maga- 
zines, supported by three public 
safety organs and five trade publica- 
tions, will broadcast the message 
that now “less than $1.50 a month 
for twelve months gives you L-O-F 
Safety Glass protection on all win- 
dows.” Grace & Holliday, Detroit, 
will direct the drive. 

With most manufacturers already 
furnishing safety glass in wind- 
shields at no extra charge, while the 
number who include it in windows as 
standard equipment is still somewhat 
limited, copy will emphasize the 
economy of full protection “through- 
out.” 


Essential All Around 


“Now that Safety Glass all-around 
costs so very little, can you afford to 
buy a new car without this essential 
safeguard in all windows as well as 
in the windshield?” early advertise- 
ments will ask. “Can you safely 
drive a car without it? Safety Glass 
all-around is the only way you can 
be sure that you are protecting your- 
self and your family to the fullest 
extent against the hazard of broken 
flying glass.” 

Copy will continue to list the man- 
ufacturers who furnish safety glass 
throughout, or in windshields as 
standard equipment. 

The new campaign follows a drive 
in 1931 devoted to selling an unini- 
tiated public on the need for the pro- 
duct, and one last year on its qual- 
ity. 

The price question was raised for 
the first time in a single issue of 
Collier’s during February. Copy said 
that safety glass in all windows of an 
automobile would add “only a dollar 
or two” to monthly payments. Auto- 
mobile manufacturers’ charges for 
installation had not yet been deter- 
mined on a standard basis. When 
this factor was settled, other adver- 
tisements along the same _ vein, 
scheduled for further February pub- 
lication were withdrawn, and new 
copy, mentioning the $1.50 price in 
type and position that would not de- 
tract from the “quality” message 
then riding the crest of the adver- 
tiser’s wave, was substituted. 


To Stress Price 


Now price will leave its transition- 
ary inconspicuous position to assume 
leadership among “reasons why.” 

The message will be carried to con- 
sumers by Saturday Evening Post, 
Collier’s, Good Housekeeping, Chris- 
tian Herald, American, Liberty and 
American Weekly. The last two will 
feature Floyd Gibbons delivering an 
“I told you so” speech. He will re- 
call his radio crusades of two years 
ago for safety glass, his predictions 
that it would soon be recognized as 
a necessity within the reach of every- 
one, and he will acclaim that “now 
it is.” 

While readers of these publica- 
tions are being admonished to “Do 
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ADVERTISING AGE 


April 1, 1933 ° 


This: When you buy a car, ask the 
salesman where the Safety Glass is 
and just how much there is of it,” 
the trade will have been thoroughly 
canvassed by field men selling a two- 
point program to dealers: “First, 
order cars equipped with safety 
glass to have them ready. Second, 
make sure your customer under- 
stands that the cost is low.” 


Use Direct Mail 


A strong presentation is being 
made to the trade on the theory that 
the final decision on safety glass is 
largely a point-of-purchase question, 
and that the automobile salesman 
can “close the deal.” Charts, mov- 
ing pictures and extensive direct 
mail are being used in addition to 
trade publications. 

The automotive schedule embraces 
Motor, Automobile Topics, Automo- 
tive Daily News, Bus Transporta 
tion and Fleet Owner. Auto Body 
Trimmer & Painter is being used to 
reach repair men, and National 
Safety News, Safety Engineering 
and Public Safety complete the class 
paper picture. 

Dealers are being appealed to on 
a dual basis—their responsibility to 
their customers, and the profit they 
stand to earn from the added equip- 
ment. 

They are told that 45 per cent of 
all motorists hurt in accidents are 
cut by flying glass. They are in- 
formed that in the course of an 
Ernst & Ernst survey, 150,000 mo- 
torists were questioned who an- 
swered that they were willing to pay 
as high as $35 for safety glass pro- 
tection. With the price now about 
one-half that amount, the company 
argues that dealers will find a ready 
market for the product. The dealer 
discount on gross price of a delivered 
car is advanced as the clinching ar- 
gument for them to push the sale of 
safety-glass. 

Moreover, the trade is informed, 
“Libby-Owens-Ford safety glass is the 
glass the public knows.” Scheduled 
consumer advertising is being 
shown the trade in advance of pub- 
lication, accompanied by the obser- 
vation that this manufacturer is the 
only one in the field consistently ad- 
vertising to the public. 


Gets Telephone Account 

The account of Associated Tele- 
phone Company, Los Angeles, has 
been taken over by the Los Angeles 
office of McCann-Erickson, Inc. 


Receiver for “Post” 
Benjamin S. Minor, attorney, has 
been named receiver for Washington 
Post by the District of Columbia su- 
preme court. 


STRESSES PRICE IN NEWEST COPY 
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In All 
WINDOWS 


where von must have 
it in order to provide 
the grestest available 
pretection and can 
hawe it, at this mew few 
price, WITHOUT DP. 
LAVONG DELIVERY 

ae well ax in the wind- 
shiekd and \entilaiors. 
where Safety Gla ix 


standard equiparecut 


DO THIS 


When you buy a car, ask the 
selesman where the Safety Glass 
is and just how much there is of it. 
Now that Safety (lass all-erennod casts. 
very Httle, can you afford to buy anew car 


Cadifiar, LaSalle, 


wither thisessential safeguard in afl ecin 
lows as well asia the windshield? # an vou 
safety drive a car without i1? Sofety (las 
all-around ie the euly way you can be 
sure that you are protecting yoare!f and 
sour femiby to the fullest posible evtent 
against the hasard of broken thing glass, 


FOR LASTING 


GIVES YOU A MONT 


Super Sarety Grass 


tu Packard, Stadebuker, Franktin, 
Reo Royale, Ford Delaxe 
Lincoln and Buick 
8) and 9, Libbey Owens Ford super 
Safety Glass is supplied in both wind 
shields and windows at no extra charge, 


. 
In Graham, Keo Flying Cloud, Willys, 
Ford Standard Models, Buiek 50) and 
60, Chevrolet, Old«mobile, Poutiac, 
Rockne, Auburn and Card, it is sup. 


LIBBEY- OWENS: ForRD 
SAFETY GLASS 


CLEARNESS 
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FOR 
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plied io windshietls at po extra charge 


Medels, You cam have it in the windows at a new 


low price, without delaying delivery. 


LIAEY. OW FNS FORD GLASS OO Lolede, (ie 


AND GREATER SAFETY 


Libby-Owens-Ford copy to appear late in April shifts the emphasis 
from safety to price, urging ~ buyer to get safety glass in all 
windows. 


Herbert Shryer Is Dead 


Herbert Shryer, for 16 years edi- 
tor of Burroughs Clearing House, 
monthly published by Burroughs 
Adding Machine Company, Detroit, 
died March 29 after a long illness. 
He was 51 years old. 


Dreher Gets Account 


Monroe F. Dreher, Inc., Newark, 
N. J., has been named to handle the 
account of Atlantic Chemical Com- 
pany, Brooklyn, manufacturer of dis- 
infectants. 


Releases Campaign 
The Cleveland office of Campbell- 
Sanford Advertising Company is re- 
leasing a campaign in national maga- 
zines for Pandiculator Company, 
Cleveland. 


center. 


present situation requires 


reviving business levels. 


yourself you would want 
versed. 


ranged in Chicago. 


MAIL-ORDER MAN WANTED 


By old-established, strongly entrenched agency 


There is a permanent opening in the offing for a | 
seasoned mail-order writer and merchandiser with a 
leading agency in large Middle Western advertising 


There is no use to answer this advertisement un- 
less you are a Gentile between the ages of thirty and 
forty-five, and have a record of at least ten years as 
a successful producer of mail-order copy and selling 
plans on major accounts—some of which preferably 
in the merchandising of furniture and other house- 
hold equipment direct to the home. 


The man we are interested in is a mail-order 
writer of unquestioned ability, with a broad knowl- 
edge of mail-order merchandising, and thoroughly 
grounded in the mechanics of advertising. He is suf- 
ficiently a business man to understand that what the 


hard work and a willingness to sell his services ac- 


cording to the realities of 1933, with proper assur- 
ance of later compensation adjustment in relation to 


You are invited to give us all the information about 


If your letter is sufficiently complete and 
convincing to interest us, an interview will be ar- 


_ Advertising Age, 537 S. Dearborn St., Chicago 


is plenty of old-fashioned 


if our positions were re- 


310, 


L&N CUTS RATES 
FOR SIX MONTHS 


Louisville, Ky., Apritel.—Louisville 
& Nashville Railroad today broke 
a newspaper campaign in _ cities 
throughout the territory served by 
its lines to announce that it has re- 
duced rates to two cents a mile in 
coaches and three cents a mile in 
parlor and sleeping cars, without 
surcharge above the Pullman rate. 

The new low prices are standard, 
being good on all trains and at all 
times, and have been instituted for 
an experimental period of six 
months. Their continuance will be 
dependent upon results during this 
period. 

Initial copy, of 500 lines, points out 
that under the new rates, a former 
fare of $5 now becomes one of $2.78 
for the coach rider, while a former 
fare of $10 is reduced to $8.34 for the 
rider in parlor and sleeping cars, 
with additional savings accruing be- 
cause of elimination of the surcharge. 

Aiming directly at recovery of pas- 
senger business which has been lost 
to the automobile, copy continues: 

“These fares make traveling on 
Louisville & Nashville Railroad trains 
a most economical, safe and satisfac- 
tory means of transportation. Sta- 
tistics show that even with the small- 
est automobiles the cost per mile av- 
erages between five and six cents, and 
with larger cars from eight to ten 
cents. 

“Avoid roadside delays, tire trou- 
bles, detours, hurried meals and the 
fatigue which comes from the strain 
of driving. 

“Board an L. & N. train, relax in 
comfort—travel economically, with 
safety and speed—and arrive at your 
destination fit and ready for work or 
play.” 

The Louisville office of Gardner Ad- 
vertising Company is in charge of the 
campaign. 


“Movienews”’ Started 


Carroll Shaffer, former publisher of 
Chicago Evening Post, has launched 
Movienews, weekly giveaway devoted 
to screen news. J. R. Handry, for- 
mer business manager of Pioneer 
Publishing Company, Oak Park, IIL, 
is associated with Mr. Shaffer in the 
venture. Offices are at 211 W. Wacker 
Drive, Chicago. Distribution of more 
than 500,000 copies weekly is planned. 


SECURITY COPY 
IS REGULATED 
BY NEW BILL 


‘Let Seller Beware,”’ Says 
President 


Washington, D. C., March 30.—*“Let 
the seller beware!” This reversal of 
the ancient doctrine was quoted by 
President Roosevelt in offering to 
Congress a bill with teeth in it which 
will regulate the sale and advertising 
of securities. 

The President explained: 

“This bill puts the burden of tell- 
ing the whole truth on the seller. It 
should give impetus to honest deal- 
ing in securities and thereby bring 
back public confidence. The purpose 
of the legislation is to protect the 
public with the least possible inter- 
ference to honest business.” 

The measure, which has been in- 
troduced in both branches of Con- 
gress, prohibits advertising of secur- 
ities in any interstate medium until 
detailed information has been filed 
with the Federal Trade Commission. 

The bill assumes that all purchas- 
ers rely on the representations con- 
tained in the advertising and it 
makes all the signers of the state- 
ment jointly liable to buyers for 
damages in event of any material 
misrepresentation. 

Penalties for violation are fixed at 
a maximum of a $5,000 fine or five 
years in prison, or both. 


Must Give Complete Data 


In the case of domestic securities, 
the statement to the Federal Trade 
Commission must indicate the names 
of the issuers of the stock, the 
amount of paid-up capital, numbers 
and types of stock, and other infor- 
mation, including the bonuses, com- 


}missions and other remuneration to 


be paid. 

Copies of all advertisements must 
be filed with the commission. The 
statement of the advertiser shall be 
available for public inspection. 

The restrictions on advertising ap- 
ply not only to magazines and news- 
papers, but to radio. 


Bill Is Welcomed 


New York, March 30.—Many finan- 
cial houses queried by ADVERTISING 
AGE expressed sympathy with the 
objective of President Roosevelt’s 
bill to regulate the sale and adver- 
tising of securities. 

While none would be quoted pend- 
ing receipt of the full text of the 
measure, advertising agencies and 
others specializing in financial ad- 
vertising indicated that they are in 
full accord with the spirit of the pro- 
posed legislation. 

There is a possibility, some pointed 
out, that the burden of compliance 
with the proposed law will be so 
onerous that some modifications will 
be sought by financial interests. 
None could quarrel with the end 
sought, which is merely adaptation 
of the old slogan, “Truth in Adver- 
tising,”’ to the offerings of securities. 


New Coal Group Formed 


Eleven leading Ohio coal producers 
met in Cleveland this week in a pre- 
liminary organization meeting of 
Northern Coals, Inc., which will han- 
dle the marketing and advertising 
problems of the group if the idea is 
carried out. Another meeting has 
been called in Hotel Cleveland for 
April 4, and 130 coal operators in 
the state have been invited to attend. 


Davidson Back in Omaha 


James E. Davidson, Jr., formerly 
with the New York office of Lord & 
Thomas, has rejoined the staff of 
Bozell and Jacobs, Inc., Omaha, Neb., 
as account executive. 


Form Research Group 


Advertisers’ Research Corporation 
has been formed at Greenwich, Conn., 
by Otia A. and Donald Kenyon and 
Charles H. Vassoll. 


Pomegranate 


Juice Offered 


As Aid to Fat 


Chicago, March 30.—With the pup. ° 


lic prints filled with stories of jm. 
pending beer, beautiful ladies who 
long for this brew, on the one hand, 
and fear for their figures, on the 
other, read with joy that they may 
eat their cake and have it too. 


That, at least, is the inference many ‘ 


drew from advertising of Hollywood 
Pomegranate Juice, which appeared 


in the Chicago Tribune, Herald ana A 


Examiner, American and News this 
week. The copy did not reveal that 
United Remedies, Inc., is the adver. 
tiser. It ran throughout the week 
without change, did not mention 
beer, and the headline asked a ques- 
tion instead of making a statement. 

“Did this new Hollywood Pome. 
granate Juice make her lose 18 
pounds fat in four weeks?” was the 
query in copy running a full column. 
The same question was asked over 
Station WMAQ. 

Another interrogation which pulled 
harder than any claim was: “Will 
you try this delicious pomegranate 


‘ 


juice menu for three weeks to lose 15 _ . 


pounds?” 


A menu giving three meals a day ' 
for a full week was shown, and large 


numbers of Chicago women were re- 
porting to be adopting this painless 
method of shedding excess pounds. 


The copy indicated leading stores _ 
where the beverage could be bought © 


and they reported demand so keen 


that the advertiser is planning to ex- . 


tend the campaign through Heath- 
Seehof, Inc., its agency. 


Hollingshead Has New 


Sales, Advertising Heads 


Carl W. Schwank has been named 
general sales manager of R. M. Hol- 
lingshead Company, Camden, N. J., 
manufacturer of Whiz automotive 
products, succeeding C. R. Sherman, 
resigned. 

Frederick G. Mitten, for five years 
advertising and sales promotion man- 
ager of Beardsley & Wolcott Mfg. 
Company, Waterbury, Conn., has been 
named advertising manager for Hol- 
lingshead. 


Works Under Difficulties 


Stephen F. O’Donnell, editor and 
publisher, Huntington Park, Cal., 
Signal, is proud of the extra edition 
which his publication issued the 
night of the recent earthquake, and 
the accuracy of the first story. Bricks 
were falling off the building while 
the edition was being prepared, he 
reports, and the rear wall parted 


company from the rest of the build- — 


ing just as the presses were started. 


Departments Merged 


, by General Foods 


General Foods Corporation, New 


York, has merged its institution sales ° 


and bulk coffee sales departments 
under direction of Howard O. Frye, 


who has been sales manager of bulk 


coffees. 

He was advertising manager of 
Walter Baker & Co., until it was ab- 
sorbed by General Foods. 


Issues Sticker 
The heading, “Watch America 
Bounce Back,” which appeared over 
editorial copy inserted by Roos Bros. 
in 12 California dailies March 15, has 
becn used as the central piece of a 


windshield sticker which is being’ 


given out at the nine stores of the 
chain. Emil Brisacher & Staff, San 
Francisco, prepared the newspaper 


copy, which elicited much favorable ' 


comment. 


G. E. Sales Slump 


Sales of General Electric Company, 
totalling $147,000,000 in 1932, reached 
the lowest point since 1916, the com- 
pany’s financial report indicates. Net 
profit in the year was $14,404,000, 
which left a deficit after dividends of 
$4,035,000. In the previous year net 


profit was $40,957,000, but deficit. 


after dividends was $7,768,000. 


Harris Leaves Agency 
Frank Harris, 
president of Crawford-Harris, Ltd., 
Vancouver, B. C., has left the agency 
following its affiliation with J. J. Gib- 


bons, Ltd., of Toronto. 


founder and ex- 
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ADVERTISING AGE 


—_ 


“Justas other Sales Managers 


move their goods from the drug- 
gist’s counter and the grocer’s shelf, 
I move mine from the magazine 
rack, I clear some 600,000 maga- 
zines a month through drug stores 
and over a million a month through 
newsstands, stationery stores and 
other miscellaneous retail outlets. 
I am not in the advertising business 
but I can imagine no better circula- 
tion than retail spenders.”—E. Zoty, 
Circulation Sales Manager, True 
Story Magazine. 


To national advertisers seeking volume sales 
over the retailer’s counter 


All we ask of Circulation Manager Zoty is to sell 
magazines at his retailer’s point of sale—the news- 
stand, for our job is to sell a mass circulation to na- 
tional advertisers seeking volume at the retail point 
of sale. Volume is tough to get these days but where 
better look for it than women still buying from a 
retail point of sale alongside your own. 


Magazine newsstand circulation offers the adver- 
tiser a unique advantage in this fourth year of de- 
pression in that it provides demonstrated current 
spenders, circulating past your own retail outlet te 
buy a non-necessity—a magazine. 


Magazine newsstand circulation at 5¢, at 10¢, at 
15¢, at 25¢ a copy offers a selective feature over other 
mass circulation media in that it rechecks each issue 
current spending and maintained reader interest. 
Magazine newsstand circulation is superior to most 
magazine subscription circulation for it contains no 
cut-price combination clubbing offers, no high 
pressure door-to-door personality salesmanship, no 
enticing premium offer which may transcend the 


TO MAINTAIN VOLUME 


sales must be made to people en masse. The 
problem is to reach mass which is today 
getting income and spending it. True Story 
does a better job at mass coverage than other 
magazines because we provide more distri- 
bution in the mass market while other maga- 
zines pile up disproportionately in a thin 
upper strata. 


PERCENT OF FAMILY HEADS IN 
LEADING OCCUPATIONAL GROUPS 


Store-Owners 
Executive Salesmen Wage 


Magazine Professional Clerks Earners 
True Story 14.0 24.8 46.6 
Good Housekeeping 29.3 30.0 22.0 
McCall’s 25.4 32.3 24.7 
Ladies Home Journal.............. 27.0 30.7 24.7 
Delineator 23.1 $1.7 24.9 
Pictorial Review .................... 23.8 32.2 26.3 


Woman’s Home Companion.. 27.2 29.6 27.8 
EMPLOYED WORKERS PER THOUSAND 
HOMES 


DS DE ivcssstcinmiese 1,140 Ladies Home Jourl.. 1,120 
a 1,150 Delineator ................. 1,160 
Good Housekeeping 1 090 Woman's H. Comp.. i = 
Pictorial Review 


Source: “Current Buying Indices of ‘ican 
Readers” a survey made by Percival White, Inc. 


interest in the magazine itself. Magazine newsstand 
circulation is an unforced, standard price retail sale. 


85% of True Story’s total circulation is newsstand. 
According to the latest publisher’s statement— 
1,652,000 copies are newsstand out of a total sale of 
1,933,000. True Story sells more copies over the 
newsstand than any other magazine in America— 
700,000 more than the nearest women’s magazine 
(priced at 10¢) —500,000 more than America’s lead- 
ing national weekly (priced at 5¢) —Yet, True Story 
sells for 15¢ a copy. If your problem is volume sales, 
here is a mass of selected current spenders passing 
up lower-priced magazine merchandise to purchase 
a premium-priced article because they prefer it. 


78 out of every 100 True Story women are married 
... average age 33... young married women...a 
receptive long term market reached by no other 
women’s magazine, for True Story’s unique editorial 
policy covers a new, unduplicated reader group. 
Hear the full story. True Story Magazine, 420 Lex- 
ington Avenue, New York, N. Y. 


NEWSSTAND VS. TOTAL 


Ratio of True Story’s Newsstand Circulation 
to Total—Last 6 Months 1932. 


Newsstand Total 
NE Shivers mesaromiinnt 1,606,790 1,876,805 
pS ae 1,744,120 2,002,548 
September ................ 1,666,480 1,946,924 
II So cccxccisniicisiness 1,684,777 1,974,927 
November ................... 1,618,681 1,902,275 
December ..s.s:ssscscese0 1,617,181 1,900,330 


% OF NEWSSTAND CIRCULATION 


Leading Women’s Magazines 


% of Total 
I oa sensed scttereessscapeediatests ieccsies 85.4 
ETL RE RL 2) An eee ere ree 38.7 
Good Housekeeping ...................0.0........ 23.5 
Woman’s Home Companion.................. 20.7 
Ladies Home Journal.............................. 18.4 
Pictorial Review. ..................ccscscccscccceess 16.9 
I So, toscs sine, secs ctsaicesicececnextanes 13.7 


| 
: 
| 


True Story 


1,652,110 915,708 525, 976 470,887 451,868 366,367 


McCall’s W.H.Comp. L.H.Jour. G.House. Pic. Rev. 


Delin. 
289,524 


Magazine newsstand circulation — 
seven leading women’s 


Out of all chan- 
nels of mass ad- 
vertising, magazine 
newsstand circula- 
tion provides the 
greatest assurance 
of current spending. 
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Changing Advertising Objectives 


The advertising of the American 
Telephone & Telegraph Company has 
been regarded by most people in the 
advertising business as the best of 
all the utility copy. For years it 
was devoted chiefly to building up 
appreciation of the telephone as a 
public service, and one of the most 
valuable results, if not that at which 
the advertising was specifically 
aimed, was almost universal accept 
ance among investors of the stock 
of the A. T. & T. as impregnable 
from the standpoint of earnings and 
safety. 

The business shrinkage, touching 
practically all lines, has unavoidably 
reduced demand fer telephone serv- 
ice. The number of telephones in 
use has declined sharply, and the de- 
mand for the equipment of the West- 
ern Electric Company, manufactur- 
ing subsidiary of A. T. & T., has de- 
clined with it. Some financial 
writers have been peevish because 
telephone rates have not been re- 
duced as a means of getting phone 
service back to the peak level, but 
A. T. & T. and its local operating 
companies have taken a far better 
course, it seems to us, in looking to 
advertising to restore some of the 
lost volume. 

The telephone is such an obvious 
business necessity that its use must 
ebb and flow with the volume of com- 
merce. With business activity 


greatly curtailed, the market for tele- 
phone service has shrunk unavoid- 
ably. In addition, widespread unem- 
ployment has reduced incomes to a 
point which has made even the tele- 
phone a luxury for some, to be dis- 
pensed with until times are better. 
It is doubtful if a reasonable rate re- 
duction would induce a substantially 
increased use of the telephone among 
those who now feel either that they 
do not require or cannot afford it. 

Advertising, on the other hand, 
can picture attractively the oppor- 
tunities for increased use of the 
telephone among those who are still 
able to purchase an_ increased 
amount of service. The desirability 
of frequent human contacts made 
possible through the long-distance, 
added conveniences’ in the home 
brought about by the use of an in 
creased number of instruments, new 
and worth while business efficiency 
provided through the teletype—all of 
these ideas are capable of being pro- 
jected to the public through adver- 
tising so effectively as to insure in- 
creased business from those who are 
still good prospects. 

Intensive local advertising by op- 
erating units, backing up the splen- 
did national campaign of the parent 
Bell company, should go far toward 
offsetting the losses that it was im- 
possible, under the conditions, for 
the telephone industry to avoid. 


Most Advertising Exaggeration Is 
Unnecessary 


While the number of congenital 
Baron Munchausens in the advertis- 
ing field is limited, there are enough 
eases of exaggerated advertising 
claims constantly presented to the 
public to justify some of the crit- 
icism of advertising on that ground. 
The public is being told by many 
who would reform advertising by dis- 
crediting it that most copy cannot 
be depended on. That, of course, is 
merely another unwarranted exag: 
geration. 

The fact is, however, that most 
products which can be profitably ad- 
vertised are good enough to be pro- 
moted without the use of overstate- 
ments. Believe it or not, the truth is 
often more interesting and more con- 
vincing than fiction. Why stretch the 
imagination to find some astounding 
claim with which to startle the pub- 
lic when intimate study of the prod- 
uct and its uses will reveal sales 
ideas far better than any which 


could be fabricated by the most in- 
genious copy-writer? 

The public recognizes a good ad- 
vertising story when it sees it. It 
has learned to know the ring of the 
genuine article in the field of adver- 
tising copy, and is usually able to 
discriminate between truthful adver- 
tising and that which is obviously 
drawing the long bow. With a better 
story made possible by sticking to 
the facts, why go far afield? 

The answer, we fear, is based on 
laziness. Either the copy man is too 
inclined to depend on inspiration 
(which actually should be made up 
principally of perspiration), or his 
superiors are withholding the oppor- 
tunity for field work, contact with 
users and other practical experience, 
for reasons of economy. 

The Amalgamated Order of Adver- 
tising Copy-Writers should adopt as 
its slogan and permanent policy, 
“We Want Facts!” 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. : 


No. 478. Facts for Advertisers Who 
Are Interested in a Billion Dollar 
Market. 


An interesting booklet containing 
many valuable figures on the hotel 
market, and much data on The Ho- 
tel Monthly, and its place in the 
field. ; 


No. 479. The National Market. 


The National Home Monthly was 
curious to find out what products 
are most generally used by its read- 
ers throughout Canada, so it con- 
ducted a survey upon which this 
booklet is based. The answers to a 
multitude of questions, in percent- 
ages, are given without comment 
from the publishers. The products 
covered include everything from 
automobiles, washing machines and 
electric stoves to lipsticks, raisins 
and antiseptics, and products are 
identified by brand. 


No. 480. 
Comics. 


Two companion publications of 
Metropolitan Sunday Newspapers, 
giving in minute detail all of the 
facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 
Sunday gravure advertising in the 
ten publications in the group, the 
other gives similar information on 
the comic supplement sections. 


Metro-Gravure and Metro- 


No. 475. From Van-Dweller to Com- 
muter. 


Humorously, but none the less 
pointedly, House Beautiful presents 
in this brochure a comparison of the 
city “dweller who lives mostly in a 
moving van and the solid, substantial 
suburbanite whose major care is for 
his home, and who is therefore a par- 
ticularly good prospect for numerous 
commodities which have little if any 
appeal to the apartment dweller. 


No. 477. Summer Buyers. 


A booklet published by Tower 
Magazines which points out that 
since buyers of these magazines must 
be in retail centers in order to get 
their magazines, the advertiser is as- 
sured that his advertisement is be- 
ing read by “summer buyers.” 


No. 462. Route List of Retail and 
Wholesale Grocers. 

A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
ished by The Courier Journal and 
Louisville Times. 


No. 446. The Shadow of a Man. 

“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. : 


No. 464. Pacific Coast Markets. 


Published by Associated News- 
paper Color, Inc., gives valuable in- 
formation regarding the natural trad- 
ing areas on the coast, and breaks 
the market into six sections, disre- 
garding state lines. Other valuable 
information on retail sales and news- 
paper circulations is included. 


No. 470. Why KSO Sells Goods in 
Des Moines. 

Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


HE WORKS WHILE YOU SLEEP 


«“ 


—Boot & Shoe Recorder. 


Jim Jones, traveling shoe salesman, does a little missionary work! 


Voice of the Advertiser 


Clatfelter Is Astounded 


by Astounding Discovery 

To the Editor: A coupla weeks 
ago the Peoria Ad Club lawfed up- 
roariously when a speaker read to us 
from a government bulletin on build- 
ing bird houses from gourds, that 
you should use larger gourds for 
larger birds and smaller gourds for 
smaller birds. 

We thought that was funny. 

But on page 14 of your March 25 


issue, H. W. Newell, vice-president in- 


charge of sales of Frigidaire, is 
quoted as having made the astound- 
ing discovery that 
A quality product, available at a 
low price and with a low operating 
cost, will be popular this year! 
Good God! And little fellows like 
me, who made that same astounding 
discovery five or twenty-five years 
ago, go on wondering why we can’t 
get ahead faster! 
HARRY CLATFELTER, 
Advertising, Peoria, Ill. 


VT 


Is This the Truth? 


To the Editor: Aren’t you ashamed 
and embarrassed for printing that 
hoked up story about Sunny Jim? 

Earnest Elmo Calkins invented 
Sunny Jim and made him a national 
character as H-O, Erwin Wasey and 
many more advertising people ought 
to know. 

R. M. BLANKENBAKER, 
Evanston, Il. 


*  F 


Hartigan Outlines 
Problems of Roto 


To the Editor: I believe that there 
are several reasons that are keeping 
advertisers from using rotogravure 
sections to a larger degree than they 
are at the present time. 

The first is the differential over the 
black and white rate. As your re- 
cent editorial stated, this ranges from 
twenty to two hundred percent. 

The second point, at least from our 
standpoint, is the matter of closing 
date. The closing dates vary from 
ten days to six weeks. One of the 
reasons for using newspaper space 
is the flexibility and the importance 
we attach to changing schedules 
upon a day’s notice. 

Another point is that of the me- 
chanical expense involved and the 
furnishing of individual layouts to 
individual newspapers. It is true 
that a number of newspapers receive 
their rotogravure sections from the 
Kimberly-Clark organization, | still 
there are others who operate through 
a different source. and, therefore, a 
separate layout is necessary. 


In addition to the above, there is 
a suggestion I have offered a num- 
ber of newspapers. That is, to lo- 
calize their section to a larger ex- 
tent, or else use different service 
than their opposition. You can fre- 
quently see the same picture in two 
Sunday newspapers. You can fre- 
quently see a newspaper repeat a 
picture that its competition printed 
a week previously, although the pic- 
ture in some instances may be of in- 
terest to the subscribers. 

Another point that is objectionable 
from an advertiser’s standpoint is 
the same matter that has_ been 
brought out several times for ques- 
tioning—and that is, outside circula- 
tion of the Sunday newspapers. In 
other words, if an advertiser con- 
siders the black and white cost out- 
side of the trading radius as being 
expensive, the importance he attaches 
to the cost of the rotogravure circu- 
lation outside of the trading area 
can be readily seen. 

There are numerous points in fa- 
vor of the rotogravure section, but 
these points, as good as they are, 
have not up to date overshadowed 
the few points I have listed above. 


J. J. HARTIGAN, 


Vice-president, Campbell-Ewald 
Company, Detroit, Mich. 
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Meal Monotony, Giraffes, 


and Copy in General 

To the Editor: The interest with 
which we have been following Knox’s 
“Meal Monotony” campaign was 
somewhat intensified by the cut in 
your March 11 issue. I think this is 
one of the best copy appeals a food 
product has had in a long time. Par- 
ticularly so, as it reminds us so 
much of our own “Avoid Menu- 
Monotony” story which broke into 
women’s magazines just a year ago 
and has been constantly used ever 
since. 

We have no desire to start another 
argument about a giraffe and are 
quite content to retire in favor of 
Knox. It does give us a great deal 
of satisfaction, however, to be able to 
respond in the most emphatic affirm- 
ative to “Was you there, Charley?” 

It is curious, isn’t it, how these 
things happen and perhaps there is 
a moral in it. Possibly advertising 
writers should read their own and re- 
lated copy a little more closely. That 
might relieve a good deal of the 
monotony that exists in other fields 
than cooking. 

Lewis RUSSELL, 


Advertising & Promotion Depart- 
ment, Sun-Maid Raisin Growers 
Association, Los Angeles, Cal. 
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The American Weekly 
November 27, 1032 


RAT PLESNAKE! 


Gow EBODY summoned a lot of nerve to 
swallow the first raw oyster. And the man 
who ate the first snail undoubtedly hesitated. 
But for pure, unalloyed gastronomical imagi- 
nation, the first prize goes to George K. End, 
the man who introduced rattlesnake meat. 

_ As vividly chronicled in a full page article 
in The American Weekly of November 27th 
last, Mr. End, of Arcadia, Florida, took that 
heroic step about two years ago after helping 
his two small sons kill and skin a rattler. 

“The reptile’s flesh was a pale salmon pink, looked 


inviting, and Mr. End decided to try eating a bit of it 
as an experiment. 


“He was pleasantly surprised to find the meat was 
tender and of excellent flavor. A little later on, at an 
American Legion convention in Tampa, he served a 
quantity of it, and everyone pronounced it good. 


“That set Mr. End to thinking. If he and his family 
liked it and his friends, the former soldiers, liked it, 
perhaps .there was an opportunity here which had been 
overlooked. And thus a new food for the American 
dinner table made its appearance.” 


Thus ran the story in The American Weekly 
which, true to its policy of presenting new and 
unusual facts, told about this amazing new food 
industry in an article, entitled ‘‘Ha! Something 
New for the Dinner Table.” 


The Price Rivals Caviar 


Replete with pictures, this article set forth the 
whole story of the Floridian Food Products 
Corp., which captures, cooks and cans Dia- 
mondback rattlesnake for human consumption 
and sells the meat at a price that rivals caviar. 


A small volume of business had been devel- 
oped up to the time this story appeared in The 
American Weekly. Only a few people knew of 
the new rattlesnake meat delicacy. But within 
a week after the publication of the article, 


things began to hum at the snake cannery. 
Hardly had this Mighty Magazine reached 
its 5,000,000 homes when presto! the bewil- 
dered Mr. End was swamped with orders. 
**Checks, money orders and coins came pop- 
ping out of envelopes,” Mr. End writes. 
Here was another tribute to the widespread 
reader interest in The American Weekly; fur- 
ther convincing evidence that it 7s seen, read 
and believed; for letters, telegrams, telephone 
calls and cables flooded into Arcadia demand- 
ing immediate shipment of rattlesnake meat. 


Brings International Attention 


The entire country was represented by the 
response and there was a generous sprinkling 
of orders from Canada and abroad. Several 
trade publications requested information and 
printed stories. In other words, The American 
Weekly had brought international attention to 
the rattlesnake farm in Arcadia, Florida. 

Orders came from wholesale houses, doc- 
tors, lawyers, society matrons, tycoons and 
hundreds of just plain Americans. 

Every can of rattlesnake meat was shipped 
from the warehouse and the company was 


Greatest 


Circulation 


in the World 


forced to hire additional rattlesnake hunters. 

Rattlesnake may never be a serious com- 
petitor of the stockyards, but somewhere in this 
amazing story is a moral for an advertiser who 
is looking for action. 

It looks like conclusive proof of the argu- 
ment we have been driving home for years: that 
the place to get action is in this Mighty Maga- 
zine which reaches more people than any other 
publication in the world; that this magazine 
has the most circulation because it is the most 
interesting magazine in the world; that its 
readers represent every walk of life and have 
faith in The American Weekly — enough faith to 
eat canned rattlesnake if necessary, to prove it. 


WHERE THIS MAGAZINE GOES 


The American Weekly is the largest magazine in the world. It 1s distributed through 
17 great Sunday Newspapers. In 558 of America’s 995 towns and cities of 10,000 
population and over, The American Weekly concentrates 70% of its circulation. 

And, in addition, more than 1,750,000 families in thousands of other communities, 
large and small, regularly buy and read The American Weekly. 


This advertisement is published to inspire presidents, sales 
managers and other executives interested in learning of unusual 
accomplishments even in times like these. A copy of the com- 
plete article will be sent, upon request, on business stationery. 
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“The National Magazine with Local Influence” 
Main Offices: 959 Eighth Avenue, New York City 


Branch Offices: Patmouive Buioc., Cuicaco .. . 5 Wintnror Square, Boston... 753 Bonnie Bras, Los Ancsies. . . 
1138 Hanna Bupc., Creverann . 


11-250 Generar Morors Bioc., Detroit . . . 


222 Monapnock Buipc., San Francisco 
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ADVERTISING AGE 


CREATE SLANG 
OF TOMORROW 
FOR X-BAZIN 


New York, March 30.—The new 
campaign of X-Bazin, hair yemover, 
will make a strong appeal to the 
younger and smarter set—that large 
army which prides itself on using to- 
morrow’s catch-word today. 

“Don’t be an Airedale,” the adver- 
tising will warn readers, and it will 
explain: 

“In the merciless slang of Holly- 
wood, a girl with hair on arms or 
legs is ‘an Airedale.’ That’s why 
film stars take hair off and keep it 
off with X-Bazin, the safe, efficient 
and reliable hair remover.” 

Milton Goodman, account execu- 
tive for Lawrence C. Gumbinner Ad- 
vertising Agency, gives this account 
of the birth of the idea: 

“When we first heard the phrase, 
it’s meaning puzzled us. Various 
connoisseurs of slang had different 


definitions. One told us it was 
equivalent to saying, ‘Don’t be 
stupid.’ 


“Another told us it meant, ‘Don’t 
be a bewhiskered pundit.’ A Holly- 
wood camera man said the transla- 
tion is, ‘A girl who has visible hair 
on her arms or legs.” Now a movie 
magazine comes along and tells us 
it means, ‘An extra with a long 
beard.’ 

“At any rate, ‘Don’t be an Airedale’ 
is the campaign banner for X-Bazin 
in 1933.” 

X Marks the Spot 


A crude touch which serves a dou- 
ble purpose is the use of crosses, 
carelessly marked on the photograph 
of a girl and an Airedale which il- 
lustrates the caption. These crosses 
are suggestive of the scrawl of a 
schoolboy on a poster, but they not 
only indicate portions of the anat- 
oniy where untimely appearance of 
hair may be suspected, but serve to 
impress the reader with the name of 
the advertiser. 

X-Bazin was created by a French 
dermatologist. Xavier Bazin, a cen- 
tury ago. The “X” has always been 
stressed in advertising and has made 
the product known among many 
users as “the one with the X.” As 
indicated, the symbol has a dual role 
to play this year. 

The campaign will run in Tower 
Magazines,. Modern Magazines, Ro- 
mance Group, Screenland Unit, True 
Story. Photoplay Unit, Redbook and 
Motion Picture Unit. 


Canada Dry Offers 
New Deal in Copy 


A “special package sale” featuring 
three large bottles of either Canada 
Dry ginger ale or Canada Dry’s 
sparkling water for 49 cents, plus five 
cents deposit for each bottle, was an- 
nounced in large newspaper space 
this week. 

The offer is scheduled to run from 
March 30 to April 8. 


X MARKS THE SPOT AND THE ANSWER 


ont b 


IN the merciless slang of 
Hollywood, a girl with hair 
on arms or legs is “an Airedale.” 
That's why film stars take hair off 
and keep it off with X-Bazin, the 
efficient, reliable and safe hair remover. 
Spread mild, creamy X-Bazin over your 
limbs and under arms. With beautiful 
certainty it destroys the hair swiftly, com- 
pletely, avoiding the blue look — and the 
irritation — that comes from shaving. 
X-Bazin leaves your skin virginally white, 
smooth and hair-free—and definitely dis- 
courages re-growth. 


AIREDA 


ean 


Be sure to get genuine X-Bazim today at drug or 
department stores -- $0c for the new Giant Size 
tube; 10¢ for good-sized tubes at five-and-ten cent 
stores. X-Bazin also comes in powder form. 


HALL & RUCKEL, Iac., Est. 1848, Brooklyn, N.Y. 


X-BAZIN 


REMOVE S HAIR 


Magazine copy for X-Bazin features a new slang phrase, and makes 
effective use of the familiar "X" to identify the product and point 
out the places where it does the most good. 


Columbia Phonograph 


Expands Chicago Studios 


Harry P. Victor has been placed in 
charge of record sales, phonographs 
and radios in the Chicago offices of 
Columbia Phonograph Company. 

The studios continue under the di- 
rection of Monroe Wayne, with Bert 


WA..Crane. formerly with the.Chicage} 


office of National Broadcasting Com- 
pany, as manager of electrical tran- 
scriptions, succeeding E. W. Young. 


National Sales Board 


Starts Operations 


R. J. Willetts, National Clerical 
Bureau, Milwaukee, has organized a 
chain of 29 independent employment 
agencies to supply sales personnel to 
national distributors. 

Headquarters of the group, known 
as National Sales Board, are at 176 
W. Wisconsin Ave., Milwaukee. 


Fraser Is Appointed 
Reese Copy Director 


Ingram Plunkett Fraser has been 
appointed copy director of Thomas H. 
Reese & Co., New York agency. 

He was formerly connected with 
the J. Walter Thompson Company 
and the Blaker Advertising Agency. 


New Beer Coolers 


Frigidaire Corporation, Dayton, O., 
has announced the addition to its 
line of two models especially de- 
signed for the cooling of draft beer. 


thing fér the stockholders. 


ing is to be extended to b 


Even people whose feelings are easily har- 
rowed are becoming used to harrowing. 
So a little extra harrowing —if it helps to 
fix things up —is all to the good. 

In April Scribner's Magazine, Anderson F. Farr in “Give the Stockholder 
the Truth” writes of the need of honest corporation reports. Not merely honest 
in figures but honest in interpretation of those figures. Specifically he protests 
against the practise of setting up a yearly profit by the simple method of 
writing off all losses against the Reserve, using the latter, as it were, as a 
graveyard for mistakes. He names some of the greatest corporations as of- 
fenders, which is a harrowing thing for the corporations but a delightful 


Mr. Farr knows as much about corporation reports as any man in America, 
perhaps more. What he has to say in the April Scribner's Magazine is of the 
utmost importance if the clean sweep which is restoring confidence in bank- 
in general. 


No Commercial 
Announcements 
Is Ingram Idea 


_ New York, Ae 30.—When Phil 
Cook and his “Ingram Shavers’ 
launch a new Monday and Wednes- 
day series of broadcasts over an 
NBC-WJZ network April 38, at 
8:45 p. m., E. S. T., a further step 
toward elimination of commercial 
announcements in sponsored  pro- 
grams will be inaugurated. 

Bristol-Myers Company, the pro- 
gram’s sponsor, has announced that 
the new radio feature will have 
neither opening commercial  an- 
nouncements nor descriptions of con- 
tests. Cook will be given a free hand 
with the script and the production of 
the entire program, and all mention 
of the products advertised will be 
limited to whatever lines the actor 
cares to utter himself. 

Tieing up closely with the Terry 
Tube and Jerry Jar theme which 
Bristol-Myers has used for its shav- 
ing cream in publication copy for 
several years, the new program will 
present original skits written by Mr. 
Cook which deal with the experiences 
of Terry and Jerry in drug stores, 
boarding houses, broadcasting sta- 
tions, garages and other familiar set- 
tings. 

With Cook, who is known as the 
one-man-show, will be Andy San- 
nella, the one-man-band. 


Newspaper Advertising 


Executives Plan Meet 


Don U. Bridge, advertising direc- 
tor, New York Times, and president 
of Newspaper Advertising Executives 
Association, has appointed Irwin 
Maier, advertising manager, Milwau- 
kee Journal, as chairman of the pro- 
gram committee for the annual meet- 
ing of the association in Grand Rap- 
ids, June 25-28, when Advertising 
Federation of America will also be 
in session in that city. 

Alvin R. Magee, Louisville Courier- 
Journal and Times, is vice-president 
of the association, and Robert A. 
Wolfe, Indianapolis News, is secre- 
tary and treasurer. 


Offer Nickel Cigarettes 


Stephano Bros., Philadelphia, has 
introduced Herald cigarettes, to re- 
tail at five cents for the package of 
eight. The new cigarette is the first 
one to use moisture-proof cigarette 


paper. 


SERVEL DROPS 
ITS WHOLESALE 
DISTRIBUTORS 


Decides to Deal Direct with 
Retailers 


Evansville, Ind., March 30.—Servel 
Sales, Inc., will lay stress this year 
on retail sales. Reversing its former 
policy, the big electric refrigerator 
manufacturer has abolished all 
wholesale distributorships. 

Wholesale distributors of other 
years become retail distributors un- 
der the new plan. While a retail 
distributor may also sell at whole- 
sale through a relatively large num- 
ber of small dealers, he will also be 
required to conduct a retail organi- 
zation of his own. 

This new set-up has paved the way 
for other important changes, her- 
alded as the “new deal.” Chief of 
these is the lengthening of dealer 
discounts, which has attracted many 
successful electric refrigeration deal- 
ers to the Servel standard. 

W. Paul Jones, manager of adver- 
tising and sales promotion, asserted 
that in some cases the distributor 
has been chiefly interested in whole- 
sale profits and has done little to 
help the dealer complete the cycle 
by getting the refrigerator into 
homes. 

“We do not infer that this is a 
general condition with all companies 
or distributors,” he said. “However, 
the new policy insures coverage of 
every important city in the country 
with a retail organization comprised 
wholly of men trained in retail sell- 
ing and enjoying the benefit of the 
longest possible profit margin on 
which to deal in highly competitive 
markets.” 


apo Qualify Under New Terms 


Most of those who held wholesale 
distributorships under the old order 
have qualified as retail distributors, 
so that there will be no upheaval 
within the organization built up over 
a period of years. In addition, how- 
ever, the new policy has attracted 
many other experts in specialty sell- 
ing to the Servel ranks. The list 
includes department stores, large re- 
tail furniture stores, large hardware 
stores and other types of dealers 
who have learned to comb the woods 
for prospects and then hold on until 
the sale is made. 

Under the new dispensation, the 
factory will enjoy direct contacts 
with dealers. It will assume much 
of the responsibility formerly passed 
on to distributors. It will provide 
advertising assistance, sales promo- 
tion help, sales educational schools 
—in short, the same general factory 
supervision which has been received 
only by wholesale distributors in the 
past. 

The company has also doubled its 
co-operative advertising allowance, 
making it possible for a greater 
number of dealers to advertise in 
newspapers, posters and other local 
mediums, over their own _ signa- 
tures. 

Finally, it has expanded its line 
where necessary, so that no dealer 
need lose a sale because of the lack 
of the exact model fitting the re- 
quirements of any prospect. 


Features Old Ship 


Taking advantage of the appear- 
ance in San Francisco harbor of the 
venerable frigate Constitution, Stand- 
ard Oil Company of California fea- 
tured large pictures of the historic 
vessel in newspaper copy, and offered 
prints free to the public. McCann- 
Erickson, Inc., is the Standard Oil 
agency. 


Goodrich Retracts Cuts 


B. F. Goodrich Company, in a let- 
ter to all employes throughout the 
United States, signed by J. D. Tew, 
president, has announced that all sal- 
aried employes of the company and 
its subsidiaries have been resorted to 
rates effective “prior to the recent 
national financial emergency.” 
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Willys Jobber 
Turns to Mail 
Order Methods 


Chicago, March 30.—Chicago auto- 
mobile dealers displayed interest 
and dismay this week, according to 
their affiliations, when P. C. Gartley, 
Inc., Willys and Willys-Knight dis- 
tributor, used mail order copy in full 
pages in local newspapers to herald 
“savings up to $600” on brand new 
1933 cars. 

The dismay was expressed by 
Willys dealers, who were temporarily 
eclipsed by the brighter light origi- 
nating at the Gartley headquarters 
on Michigan avenue. Gartley was 
undoubtedly selling cars. 

The Gartley story is that the com- 
pany stepped in and bought $300,000 
worth of cars at a low price when 
the factory went into receivership, 
Willys-Knight dealers, on the other 
hand, wondered whether the factory 
had selected Chicago as the scene of 
a clearance sale of surplus cars. 

Dealers also expressed the opinion 
that most of the cars held by Gart- 
ley are eights, which have been movy- 
ing rather slowly. The advertising 
was silent on this score. 

The enterprising Gartley took ad- 
vantage of the Illinois sales tax of 
3 per cent to give punch to the story, 
explaining that the tax is not effect- 
ive until April 1 and that buyers can 
save the tax by buying right now. 


7 More Chains 
To Distribute 
Magazine Unit 


New York, March 30.—Modern 
Magazines, comprising Modern Screen 
and Modern Romances, have an- 
nounced the acquisition of seven new 
chain store systems as distribution 
outlets. These are McCrory Sales 


Corporation, McLellan Stores, G. C. 


Murphy Company, W. T. Grant & Co., 
Scott Stores, Inc., L. C. Burr, and 
Grand-Silver-Metropolitan. 

The magazines will also continue 
to be sold, as formerly, in S. S. 
Kresge Company and S. H. Kress & 
Co. stores. 

Distribution through the additional 
chains raises the number of outlets 
for the magazines from 950 to 2,366, 
and is expected to boost circulations 
of the publications greatly. 

Current rates, which are _ based 
upon a circulation of 800,000, will not 
be increased. 


Tracy-Locke-Dawson 


to Have N. Y. Office 


Tracy-Locke-Dawson, Inc., Dallas 
and Houston agency, will shortly 
open a New York office, Shelley E. 
Tracy, president, has announced. 
Those who will form the initial staff 
in this office include, beside Mr. 
Tracy, Joe M. Dawson, A. E. Hawes, 
Howard McGhee, Harold E. Hendrick, 
James E. Clark, and Marshall Ro- 
land. 

Raymond P. Locke, vice-president 
and treasurer, and C. B. Wakeley, 
secretary, will remain in Dallas. V. 
M. Wallace, vice-president, who has 
been in charge of the Houston office, 
will return to Dallas and J. W. Mof- 
fett of the Dallas office will move to 
Houston. 

The agency was organized 20 years 
ago as Southwestern Advertising 
Company, changing to its present 
name five years ago. 


Greenfield to Brewer 


Albert E. Greenfield, for the past 
seven years advertising manager of 
Consumers- Peoples Products Com- 
pany, Brooklyn, maker of Pilser Malt 
Syrup, will head the advertising de- 
partment of Pilser Brewing Com- 
pany, which has taken over the old 
Hupfel Brewery plant at 16l1st St. 
and St. Ann’s Ave., New York. 


With New Agency 


Ira B. Bollinger, formerly with 
Mahin Advertising Company and 
Wm. H. Rankin Company, has been 
appointed vice-president and director 
of audits and records of A. O. Good- 
win Corporation, new Chicago agency. 
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1777. From Washington came this message to Gates: “Bourgoyne’s success will 

q) be bring his ruin. For now he is acting in detachments.” ... Washington was right. Gates 

cut off part of Bourgoyne’s forces, smashed the remainder at Saratoga...Washington, 

Rn AT supreme strategist, knew that battles are won by those who choose a key objective, 
then mass their forces to take it in a concentrated attack. 


“| SEE YOU PUT 
THE AMERICAN MAGAZINE FIRST. 
ON THE LIST.” 


“YES...THIS YEAR | BELIEVE IN 
CONCENTRATING ON THE MEDIUM 
WHICH HITS THE FAMILY 
AS A GROUP.” 


i 


i 


Y 


From the strategists of the past comes one important message to the business gen- 
erals of the present: “Choose your key objective. Then mass your forces to take it 
in a concentrated attack.” 

The key objective of American business today is the family. And the wise 
strategist is concentrating his forces on the family as a group. 


@ Advertisers know that no member of _ For here is a means of reaching every 
the family can safely be overlooked. For | member of more than 1,800,000 families 
today, as never before, purchases are __...a means of concentrated attack on the 
being made in “family council.” key objective of American business. 

But how can the advertiser reach the That’s why advertisers of 1933, who 
entire family without doing an incon- must make their dollars work harder 
sistent, hit-and-run job? The return to than ever before, are putting The 
family life has emphasized the power American Magazine first on their lists. 
and effectiveness of a great advertising They are reaching the entire family... 
medium...The American Magazine. consistently, profitably, inexpensively. 


Lan merican Magazine 


invest8 


List with all the family” 


nF Cette 


erry THE CROWELL PUBLISHING COMPANY...NEW YORK 
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ADVERTISING AGE 


SALE OF BEER 
UP IN THE AIR 
IN NEW YORK 


(Continued from Page 1) 


much of their strength from the 
spite of ladies who were excluded 
from the favorite masculine social 
center. 

The hand of these _ far-sighted 
brewers has been revealed in retail- 
ers’ publicity prepared for news col- 
umns. All photographs showing 
how beer will be consumed on the 
premises have the ladies in the fore- 
ground and no hint of stag estab- 
lishments have come from trade cir- 
cles. 

May Limit Licenses 


Some sentiment developed here 
and in other states during the week 
in favor of limiting retailers to one 
license, or one license per city. Such 
a ruling would seriously cripple res- 
taurant and grocery chains, but it is 
thought unlikely that the organiza- 
tions of small business men who ad- 
vocate it will meet with any success. 

Brewers who have nourished the 
hope that dry interests would join 
with them in campaigning against 
the threatened return of wine and 
liquor were disappointed at the un- 
compromising stand taken at this 
week’s meeting of the Kings County 
wy & Be we. 

Mrs. Ella A. Boole, national presi- 
dent, denounced beer legislation as 
“an ignoble experiment.” Other lead- 
ers outlined plans for a membership 
drive and a campaign to raise a 
$250,000 fighting fund. 


Points to Evils 


Calling the difficulties over state 
legislation “highly amusing,” Mrs. 
Rushmore Patterson, vice chairman 
of the Allied Forces for Prohibition, 
expressed the opinion that beer will 
be a great help in the fight against 
repeal by providing a fresh example 
of the evils that appear when al- 
cohol in any strength raises its head. 
She made it clear that, meanwhile, 
“the merry war between the brew. 
ers and the drys will continue.” 

However, consecrated by the ortho 
dox drys or not, the brewers have in- 
dicated clearly that they will raise 
the standard of temperance in their 
advertising when their product goes 
on sale. Competitive considerations 
are sufficient reasons and there is 
also the hope that the drys will yet 
relent when repeal draws nearer. 

Governmental interest in beer as a 
source of revenue continues’ to 
mount, with municipalities consider- 
ing ways and means whereby they 
can muscle in for a share. New York 
City has shown interest in a plan to 
construct beer gardens in public 
parks as a work relief project and 
to lease them to concessionaires who 
will agree to select employees from 
relief rolls. Mount Angel, Ore., went 
a step further and approved estab 
lishment of a municipally-owned and 
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Uncertainty as to the outcome of 
beer control legislation, if any, has 
had little effect in slowing down 
preparations for selling beer. Hotels 
took the lead in equipping bar rooms 
and restaurants showed no hesitancy 
in investing large amounts in equip- 
ment for serving draft beer. A num- 
ber of leases were executed with 
those who planned to open European 
type bars and sidewalk cafes. 


Speakeasies to Continue 


Speakeasy proprietors canvassed 
by the World-Telegram declared they 
would seek a license to sell legal 
beer, and, if not successful, would 
make shift somehow without it. “We 
haven’t a chance to break even with- 
out the hard goods,” they said. 

The New Jersey Pharmaceutical 
Association is opposing the sale of 
beer in drug stores. Such a prohi- 
bition, it states, would leave parents 
free to continue to send children to 
drug stores for temperance drinks 
without the fear they would be ex- 
posed to temptation. 

As another indication of the ambi- 
tious plans of certain brewers, a na- 
tional monthly will announce next 
week that it is arranging to publish 
sectionally for the convenience of 
the industry. 


Warner in Drive 


Warner Bros. have started a drive 
among theaters playing the seven 
consecutive pictures being’ released 
from April 15 to May 27, under 
which special lobby displays will be 
installed, weekly letters will be sent 
to patrons, and institutional copy 
will be used in newspapers in addi- 
tion to regular daily copy. 


Joins Chevrolet 


F. A. Berend, formerly promotion 
manager of the Hearst Hotels, New 
York, has been named assistant ad- 
vertising manager of Chevrolet Mo- 
tor Company, Detroit. 


Names Representative 


Paul S. Clark, 926 Park Square 
Bldg., Boston, has been named New 
England representative of The Lion 
Magazine, Chicago, official publica- 
tion of Lions International. 


Joins “Evening Post” 


Alan A. Wells, formerly advertis- 
ing manager and sales director of 
Kresge Department Stores, Newark, 
N. J., has joined the advertising staff 


operated beer garden. 


of New York Evening Post. 


‘Stop at 


_ 


Takemylip- 


HOTEL when you arrive in ) 
New York City” » 


These friendly recommendations from 
satisfied guests are our best advertise- 
ment. We dosatisfy the most critical as to 
location, value and personalized service. 


Write for booklet and interesting 
guide to New York—FREE. 


HOTEL 


KNICKERBOCKER 


12@ WEST 45th ST. - TIMES SQUARE - NEW YORK 
Edward B. Bell, Manager : 


the KNICKERBOCKER 


~ ALCOHOL, AND RIGHT OUT IN THE OPEN! 
we, dere tis! 
REAL-LAGER 


mellowed in alcohol 
Seed in a GO Stein ® 


A beer stein with each case ordered for 
Phone OERTELS, JAckson 8234 


your home 


Louisville, has started car advertising on its 'mel- 
Real-Lager. The original card is printed in red 


white stock. 


PREPARATIONS 
FOR BEER HELP 
BANISH SLUMP 


(Continued from Page 1) 


Chicago, and Goetz (Country Club), 
St. Joseph, Mo. 

The lack of beer advertising was 
logical enough, since the demand is 
so large that a competitive situation 
has not yet arisen. Arrow Beer, 
Baltimore, took time by the forelock, 
however, and ran a full-page adver- 
tisement in local newspapers as soon 
as President Roosevelt signed the 
legislation. 

“Roosevelt Signs the Beer Bill,” 
said the caption, reproduced from a 
Baltimore newspaper. “And now the 
new question is: Whose beer?” Fol- 
lowed reasons why it should be none 
other than Arrow. 

The Joseph Katz Company, han- 
dling the Arrow account, also bought 
all of the spot radio time open on 
Baltimore stations to broadcast the 
joyous tidings. 


Shows “Foam Number” 

"fn Chicago, most of the beer copy 
reflected the perplexity of brewers 
as to distribution channels. Prima 
Company urged the public to “see 
your dealer,’ but added that case or- 
ders would gladly be filled by head- 
quarters. The “foam number,” it 
remarked, “is Mohawk 2300." The 
company also introduced an appro- 
priate symbol to commemorate ‘“Na- 
tional Beer Day.” The Prima ac- 
count is handled by Green-Fulton- 
Cunningham Company. 

First beer advertising on the West 
Coast was credited to California 
Brewing Association, sponsor of 
Acme Beer. It announced its readi- 
ness to supply restaurants, hotels 
and grocers. Emil Brisacher and 
staff, San Francisco, placed the cam- 
paign, in which 84 lines was the 
usual unit. 

The same agency also had another 
client “on the beer wagon,” with 
larger space. Mullen Manufacturing 
Company, San Francisco, urged re- 
tailers to “remodel for beer profits” 
and its staff is reported to have been 
kept up nights by acceptance of 
the proffer of its services. 

Liquid Carbonic Corporation, Chi- 
cago, seized the golden opportunity 
to advertise a self-contained service 
bar, accommodating two half-barrels 


of beer. Retailers desiring more pre- 
tentious equipment were advised to 
inspect the company’s complete 
stock. 


The Mound City Brewery, East St. 
Louis, Ill., placed a considerable vol- 
ume of advertising in St. Louis news- 
papers through Hilmer Swenson & 
Co. 

Schorr-Kolkschneider Brewery, St. 
Louis, prepared to resume its place 
in the sun by appointing Shaffer 
Brennan Advertising Company as its 
agency. This company scorned to 
offer a libelous imitation of S-K 
Light Lager and has been idle for 
thirteen years. 

I. A. Goldman & Co., Baltimore 
agency, used newspapers, radio and 
outdoor for Gunther’s Beer. One 
series of advertisements featured 
“only days to Gunther’s Real 
Beer,” copy being changed daily only 
to indicate the correct numeral. 

The telephone number was also 


given with the comment, “An easy 


o4 


number to remember for the beer 
you'll never forget.” 

Mutual Brewing Company, Chicago, 
controlled its enthusiasm and con- 
fined itself to small newspaper space 
offering exclusive franchises to out- 
of-town agents. 

The judiciary at Birmingham, Ala., 
is wrestling with the interpretation 
of a law passed in 1915, forbidding 
advertising of alcoholic beverages. 
Such advertisements were deleted 
from magazines on sale at news- 
stands, but were allowed to stand in 
the case of copies mailed direct to 
subscribers. 

Foreign brewers are not oblivious 
of their new market, and a consider- 
able volume of such advertising is 
probable. Walsheim’ Brauerei, of 
Bavaria, has placed its account with 
World Wide Advertising Corporation, 
New York, which is perfecting dis- 
tribution prior to launching consumer 
advertising. The foreign beer will 
be sold both in barrels and bottles. 

A new pretzel factory has bur- 
geoned in Chicago to fill the ex- 
pected demand. 


Malt Makers Keep at It 


Malt manufacturers are still busy 
and expect no diminution of demand. 
Anheuser-Busch, Inc., St. Louis, is 
indulging in unusual frankness in its 
newspaper copy in behalf of Bud- 
weiser Malt, its advertising having 
a stein of beer as a background. This 
was one of the first intimations of 
the uses of malt to appear in print. 

Budweiser, however, is doing a bit 
of remodeling of its spectacular dis- 
plays throughout the country. The 
word “malt” is being displaced by 
“beer.” The company proudly says 
that the change was anticipated 
when the signs were made and the 
spectaculars so constructed that one 
four-word letter could replace the 
other with slight effort. 


Agent Is Convicted 


for Misstating Worth 


Fred McCurdy Smith, head of Me- 
Curdy-Smith, Inc., New York agency, 
was convicted March 29 on a mis- 
demeanor indictment, charging that 
he made a false financial statement 


to. obtain advertising credit from two 


newspapers. 
April 13. 
clemency. 

Testimony showed that Smith as- 
serted in writing that he had a net 
worth of $23,704.41, when it was $14,- 
224.25 less, and that he used the 
fraudulent statement to obtain $1,- 
021.79 in credit from the New York 
American and $471.16 from the Neu 
York Times. 


He will be sentenced 
The jury recommended 


Is Western Manager 


John Adams, at one time with 
Architectural Forum, and more re- 
cently vice-president and _ general 
manager of Building Investment, has 
rejoined the first publication as west- 
ern manager, with offices at 230 N. 
Michigan Ave., Chicago. 


Wisconsin Finds 
Many New Taxes 


A tax on cosmetics is proposed in 
a new bill introduced into the Wis- 
consin Legislature. 

Other proposed new taxes are on 
chain stores, cigars and cigarettes. 


Flora Joins Magazine 


Samuel R. Flora, formerly con- 
nected with the F. W. Woolworth 
Company, is now an advertising rep- 
resentative for the Syndicate Store 
Merchandiser, Newark, N. J. 


Start Beer Paper 


Beer Merchandising. a monthly for 
jobbers and retailers, will make its 
appearance in April. It is published 
by Atlas Publishing Company, 150 
Lafayette St., New York. 


Starts “The Handle” 


Henry Davis Nadig has started 
publication of The Handle, society 
magazine for southern Connecticut. 
Offices are in the Frost Bldg., Nor- 
walk. 


Drug Firm Picks Hartman 

American Druggists Syndicate, 
Inc., Long Island City, New York, 
has appointed L. H. Hartman Co.. 
New York. 


Cote Starts Agency 


Frank J. Cote has established Lib- 
erty Sales & Advertising Company 
at Pawtucket, R. I. 


Copy Appeared 
In ’12; Coupon 


Returned in’33 


Chicago, March 30.—What is be- 
lieved to be a record for long-time 
returns from an advertisement is re. 
ported here by Elon G. Borton, diree- 
tor of advertising for LaSalle Exten- 
sion University. 

The return was in the form of a 
filled out coupon received by the Uni- 
versity from Ahmedabad, India, in 
response to an advertisement printed 
more than 20 years ago. 

“So far as we can determine,” Mr. 
Borton reports, “this advertisement 
must have appeared about 1912, so 
that the magazine has been held 
somewhere for over 20 years. As 
you will notice, the magazine was 
Business, published, I think, by Bur- 
roughs Company. 

“While it is not unusual for us to 
get coupons for advertisements ten 
or fifteen years old, this just about 
takes the prize.” 


Martin Cantine 


Issues Manual 


The direct mail advertiser’s need 
of information about paper has been 
given thorough attention in the 
preparation of a manual by the Mar- 
tin Cantine Company, free copies of 
which may be had by addressing 
Holley R. Cantine, general manager, 
Saugarties, N. Y. 

The manual, which is in loose-leaf 
form, contains samples of the com- 
pany’s papers arranged in order of 
advertising uses. Examples of out- 
standing advertisements for which 
the papers have been used are in- 
cluded in the sample sections. 

The information section includes 
the estimator’s ready references 
guide, an explanation of how weights 
of coated papers are figured, a 
method of estimating copy space, a 
summary of postal rates and regula- 
tions, instructions for plain and 
novelty folding of direct mail pieces, 
proofreader’s marks and suggestions 
as to how to prepare copy for the 
various types of direct mail pieces. 


Standard Oil Names 
New Sales Managers 


Continuing the consolidation of its 
subsidiary marketing activities, the 
Standard Oil Company of New Jer- 
sey, New York, has made C. G. Shef- 
field, vice-president, manager of re- 
tail sales. John E. Skehan, vice- 
president of the Standard Oil Com- 
pany of Louisiana, has been made 
manager of wholesale sales, and E. 
A. Holbein, a director of the parent 
company, has been appointed man- 
ager of tank-car sales. 

These executives will direct sales 
operations in their divisions in the 
territories served by all Standard Oil 
Company of New Jersey subsidiaries, 
Standard Oil of Pennsylvania, Stand- 
ard Oil of Louisiana and the Colonial 
Beacon Oil Company. 


Has Complete Account 


Clark-McDaniel-Fisher & Spelman, 
Akron, O., is now handling magazine 
and trade paper advertising of Dill 
Manufacturing Company, Cleveland, 
as well as direct mail advertising of 
this company. 


Appoint Metcalf 


George T. Metcalf, Providence, 
R. I., has been appointed to handle 
the advertising of H. & B. American 
Machine Company, Pawtucket. Trade 
papers and direct mail will be used. 


Aspley to Talk 


J. C. Aspley, president of Dartnell 
Corporation, Chicago, will be the 
speaker April 10 at the monthly 
meeting of Chicago Business Papers 
Association at the City Club. 


Nesbitt Changes Post 


Edward P. Nesbitt, for many years 
executive vice-president of Critch- 
field & Co., has joined Reincke-Ellis- 
Younggreen & Finn, Chicago, as an 
officer of the company. 


Larchar-Horton Move 


Larchar-Horton Company, Provi- 
dence, R. I., agency, has taken the 
twenty-third floor of New Industrial 
Trust Building, where all activities 
have been centralized. 
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The Greater MODERN MAGAZINES Market is Here! 


Acquisition of 7 Additional Chain Riess 
Systems as distribution outlets will give 
. = MODERN MAGAZINES 


THE LARGEST SHOPPING-WOMAN CIRCULATION IN THE WORLD 


What does ik @ A tremendous increase in circulation at no increase in rates! 


A huge responsive audience of shopping women—reached for 


mean fo you? a song! 


Still moving up! 
As we go to 
press, 1933's fig- 
ure of 2,230 Mop- 
ERN store outlets, 
rises to 2,366. 


@ The greatest advertising buy in the whole history of publishing! 


PowERFUL words, yes, but this is a powerful story! 


Last year Mopern Macazines (sold monthly to 850,000 women 
in the Kresge and Kress stores and on selected newsstands) proved 
their worth to advertisers so thoroughly that they finished 1932 with 
the largest advertising lineage and revenue gain in the entire magazine 
field. 


TODAY, they add tremendously to their power by more than dou- 
bling the number “of their store outlets! Seven great new chain 
store organizations (and probably more by the time this is off the 
press) have contracted to sell MopERN MAGAZINES in their stores: 
McCrory Sales Corporation, McLellan Stores, G. C. Murphy Com- 
pany, W. T. Grant & Company, Scott Stores, Inc., L. C. Burr and 
Grand-Silver-Metropolitan Stores, Inc. 


What would happen to your sales curve if you doubled your distribu- 
tion outlets overnight? Right! And that’s how Mopern MaGa- 
ZINES circulation will shoot up...up... up... starting immediately. 


Give your product — your 


client—the benefit of this 

huge bonus! Right now, Here are the Store Outlets 
$1400 buys a_ black-and- of MODERN MAGAZINES: 
white MopErN page, based lili 
on 800,000 net paid. During S. S. Kresge Co.......... 718 
the next few months the S. H. Kress & Co....... 232 
same rate will buy—who 

knows how many hundred 90 
os gpa rapes Certainly, These Organizations Now 
well over a milion. Join This List: 
Gentlemen, this is a buy! McCrory Sales Corp.... 243 
The largest audience of shop- portals Stores ....... 276 
ping women in the world... . C. Murphy Co....... 176 
the most voluntary circula- W. T. Groat & Co...... 4% 

; ; ae Scott Stores, Inc........ 112 
tion in publishing (99.9% 4? eee 27 
single copy sales; no pre- Grand - Silver - Metropoli- 
miums, combinations, dis- ree 136 
counts, subscription agents, — 1.416 
boy sales, contests—no circu- Total Stores.......2,366 
lation pressure of any kind) J —— 
. .. concentrated in the urban An increase of 149%, in 
territories, the buying-pow- Store Outlets — and more 
ered city markets where : coming! 

dealers and sales are plenti- 

ful, sales costs lowest ... a 


national coverage such as no other chain store magazine can provide 
. .. a market of young, sellable, moldable, buying women—at a rate 
which you'll probably never see again! 


At the:risk of sounding like mail order copy, we warn you: you'll never 
forgive yourself if you don’t look into this right away. Make it one 
of the opening guns in your own campaign for prosperity.. Get those 
particulars today. Phone, wire, or write the advertising manager of 


MODERN 
MAGAZINES 


Modern Screen Modern Romances 


New York: 100 Fifth Avenue, Tompkins Square 6-4900. 
Chicago: 540 North Michigan Avenue, Superior 
1362. Los Angeles: Petroleum Securities Building. 


Pike Crp 
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ADVERTISING AGE 


FEBRUARY RADIO 
SALES FALL OFF 


New York, March 30.—Radio time 
sold by chains in February, 1933, de- 
clined under the same month of the 
preceding year, making the eighth 
consecutive month in which a similar 
decline has occurred, according to 
the monthly summary of National 
Advertising Records. 

Total February sales for both na- 
tional networks were $2,599,620, 
compared with $3,891,023 in Febru- 
ary, 1932, and $2,794,602 in January, 
1933. National Broadcasting Com- 
pany’s share of the latest total was 
$1,706,602. while Columbia Broad- 
casting System accounted for $893,- 
018. 

Of the 23 classifications shown in 
the report, only four showed in- 
creased volume last month as com- 
pared with February, 1932. These 
were clothing and dry goods, up from 


20,098 in 1932 to $36,885 in 1933; 
lubricants and petroleum products, 
up from $132,933 to $294,288; office 
equipment, totaling $11.400 this year 
compared with nothing last year, and 
radios, phonographs and musical in- 
struments, up from $8,378 to $35,600. 

The leading buyer of chain time 
during the month was the Pepsodent 
Company, its expenditure being 
$140,605. Second was American To- 
bacco Company with $122,130, while 
Liggett & Myers Tobacco Company 
was in third place with $113,880. 
Others spending more than $50,000 
for time during the month were 
Buick-Olds-Pontiac Sales Company, 
$82,665; Standard Brands, Inc., $56,- 
550; Standard Oil Company of New 
Jersey, $57,590, and William Wrigley 
Jr. Company, $75,938. 

Leading the spot broadcasting field, 
as in January, was Beech-Nut Pack- 
ing Company, with time expenditures 
of $16,510. 


Bower with “T imes” 


Cc. C. Bower has been appointed ad- 


vertising manager 
Tenn., Times. 


of Chattanooga, 


Seed Company to 
Use Large Space 
in Spring Drive 


Detroit, Mich., March 30.—Antici- 
pating an extensive home gardening 
trend this spring, Ferry-Morse Seed 
Company launched a four-shot series 
of Saturday Evening Post adver- 
tisements with a four-color page in 
the April 1 issue. A drastic price 
in the April 1 issue. A drastic price 
reduction in all vegetable seeds, from 
10 cents to five cents, will be an- 
nounced. Copy will emphasize that 
the size of the package and the qual- 
ity of its contents remain unchanged. 

Making the most of the economic 
situation, a large share of the text 
will be devoted to pointing out the 
advantages of “starting your own 
garden” this year. In view of the 
price reduction, gardens will now be 
doubly economical, copy will indi- 
cate. 

Reprints of the magazine color 


page are being mailed to the trade in 
advance of publication. The three 
succeeding full pages, running during 
April, will be in black and white. N. 
W. Ayer & Son, Inc., is the agency 
in charge. 


Tire Price War Rages 
Anew; Firestone Cuts 


Firestone Tire & Rubber Company 
this week announced price cuts 
which not only enable it to meet the 
new low prices of other makers of 
standard brands, but also the prices 
of mail order firms and others selling 
special brands. ° 

The newest cut is interpreted as a 
body blow to the desires of other 
manufacturers to standardize tire 
prices. 


Has Typographic Show 

The Society of Typographic Arts, 
Chicago, is sponsoring an exhibition 
of Chicago fine printing at the New- 
berry Library April 25 to June 30. 
Selections of the exhibits to be shown 
will be made from those submitted by 
a jury consisting of Robert Beebe, 
Paul Holder and Earl M. Oren. 


A beautiful book, 72 pages, profusely illus- 
trated, 814 x 11 inches in size, case bound. 


‘The Story of Electrotyping 
from beginning to end! 


Reserve your FREE copy of this book in- 
dispensable to advertisers in general and 
production departments in particular. 


4 


VERY method and process illustrated 
with actual photographs. Read this book 
and you will know, not only how electrotypes, 
aluminotypes, and mats are made, but also 
how to prepare the material sent to the elec- 
trotyper to secure the best results. 


APIDchi0! 


The Largest Plate Makers in the World 


BRANCH OFFICES 


New York, Chicago, Philadelphia 


to Dept. H. 


W. H. KAUFMANN, President 


Please remember that this is in no sense an 
ordinary piece of advertising literature. It is 
a carefully written, authentic, and costly book 
on a subject never before so fully explained. 
It contains knowledge for every advertiser. 


Write for Your Copy — A limited edition is 
ready for mailing. The book is free to adver- 
tisers, agency executives, production managers 
and printers. Please write on your letterhead 


ype (a 


CINCINNATI 


April 1, 1933 Apt 
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SUNNY JIM DOES 
HIS STUFF UPON 
FORCE PACKAGES 


Five Different Designs to | Lae 


Aid Display 


New York, March 29.—As the first 
step in the revival of Force, L. G. 
Blumenschine, executive vice-presi- 
dent of the Hecker H-O Company, 
has evolved a unique display idea by 
packing the cereal in five different 
packages. 
While the coloring and lettering is 
the same, the figure of the trade- 
mark, Sunny Jim, on the front of 
the package is shown in five different 
stages of motion. 
On the first he appears running 
from the left side, on the second he 
has started jumping, on the third he 
is clearing a hurdle, on the fourth 
he is still in the air, and on the 
fifth he is back on the ground on the 
right side of the package. Set up in 
proper sequence on the grocer’s shelf 
or counter or placed in his window, 
the packages form their own com- 
plete display. 
All printed matter on the box is in 
jingle form reminiscent of the verses 
used 30 years ago to introduce Force. 
Recipes are rhymed and even the 
list of ingredients are given in the 
following verses: . 
“Force is a food made from nutri- 
tious wheat, 
In crispy flake form, most delicious 
to eat. 
“Force has iron, potassium, proteins, 
too; 
With the milder wheat fiber, all good 
tor you. 
“Force has the phosphorus found in 
the wheat; 
To help build teeth and bone as you 
eat. 
“Force brings you energy, vigor and 

vim, 
In its 

Jim! 
“Force has the appetite Vitamin B, 
That tempts the palates of children, 

you see.” 

The product has been improved 
with a new baking process which 
gives each flake a corrugated appear- 
ance that distinguishes it from other 
prepared cereals. A distribution 
drive has been launched and adver- 
tising will begin early in May under 
the direction of Erwin, Wasey & Co. 


carbohydrates; ask Sunny 


Campbell-Ewald Is Large 
Depositor in New Bank 


Campbell-Ewald Company was one 
of the first large depositors in the 
new National Bank of Detroit formed 
by General Motors and the Recon- 
struction Finance Corporation to 
take over the business of First Na- 
tional Bank and Guardian National 
Bank of Commerce. The agency de- 
posited $200,000 shortly after the 
bank opened. 

Full pages in local newspapers 
were used by General Motors to an- 
nounce formation of the new bank. 
Considerable space was used later to 
carry statements of Alfred P. Sloan, 
Jr., president of the corporation, 
relative to the new institution’s poli- 
cies. 


McKeon, New York 
Veteran, Is Dead 


Joseph F. McKeon, 61, of City Ad- 
vertising Service, New York, died last 
week. 

He dropped the study of law to ac- 
cept a position on the advertising 
staff of the Brooklyn Daily Citizen, 
later becoming advertising manager, 
a position he subsequently held on 
the Brooklyn Times. He was also a 
member of the staff of the old Brook- 
lyn Standard-Union. 

He founded City Advertising Serv- 
ice with William F. Reynolds and 
Emma L. Jones three years ago. 


Liberty Promotes Two 


Liberty Mutual Insurance Company 
has announced the election of An- 


thony F. Noll and John W. Phillips 
as vice-presidents. 
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IS EXHIBIT OF 
ADVERTISING TO 
APPEAR AT FAIR? 


Lack of Support Holds Up 
Chicago Project 


Chicago, March 30.—With the Cen- 
tury of Progress scheduled to throw 
its doors open to an expectant coun- 
try in a scant two months—June 1— 
the sphinx has not yet opened its 
mouth to divulge the answer to this 
question: 

“Will the sinews of war be pro- 
vided in time to make an advertising 
exhibit at the World’s Fair a real- 
ity?” 

As ADVERTISING AGE exclusively re- 
ported last January, the American 
Association of Advertising Agencies 
gave deep consideration to this ques- 
tion at a meeting in New York, and 
leaned toward a motion picture as 
the logical means of dramatizing the 
story of advertising’s contributions to 
progress. 

This action followed endorsement 
of an advertising exhibit at A Cen- 
tury of Progress by the Advertising 
Federation of America and it was as- 
sumed that the approval of the two 
leading organizations in the field 
would mean that quick action would 
follow. 

While a scenario for the proposed 
motion picture has been completed, 
the funds for its production have not 
been forthcoming. In spite of inces- 
sant effort by several well known 
Chicago advertising men interested 
in the project, only one pledge has 
been obtained. 


Kobak Makes Pledge 


Edgar Kobak, of the McGraw-Hill 
Publishing Company, and president 
of Advertising Federation of Amer- 
ica, has pledged $10,000 in behalf of 
business papers. The required sum 
is $80,000. A large magazine pub- 
lisher is considering a contribution 
of $25,000 and another magazine has 
indicated that $5,000 will be handed 
over if it is needed. 

Newspapers were supposed to con- 
tribute $15,000, but thus far none has 
been able to picture itself signing a 
check for that amount. Outdoor ad- 
vertising had a quota of $15,000, but 
has failed to find that sum, and radio 
has fallen down badly on its theo- 
retical contribution of $10,000. One 
big figure in the direct mail field has 
indicated that if necessary he will 
personally donate the $5,000 requested 
from that branch of the advertising 
field. 

If the $80,000 is forthcoming, the 
advertising world will tell its story 
in a sound motion picture, the story 
for which was written by no less a 
personage than Earnest Elmo Cal- 
kins, gifted dean of the advertising 
field. This film, entitled “Golden 
Years of Progress,” will start out 
with the fiftieth wedding anniversary 
of an aged couple, and then flash 
back to show how magazines, news- 
Papers and other mediums have 
helped them to find and enjoy the 
good things of life as they walked 
toward the sunset hand-in-hand. 


Time Is Short 


This film can be produced in 40 
days when and if the money is forth- 
coming. This gives advertising men 
about three weeks in which to dig 
$80,000 out of depleted bank accounts. 

If this money is discovered and 
the picture is produced, it will be 
shown, it is estimated, to an audience 
of 2,500,000 during the Century of 
Progress. The advertising quarters 
will be situated in the Hall of 
Science. The space has been allotted 
and is merely awaiting occupancy. 

Two big rooms will be available 
during the day. At night there will 
be used, in addition, an outdoor gar- 
den with a seating capacity of 6,000. 
This fairyland fronts on Lake Michi- 
gan and on pleasant summer even- 
ings five or six performances of the 
film will be given. The three-reel 


picture will consume about 36 min- 
utes for a complete showing. 

In addition, officials of A Century 
of Progress hope to stage an Adver- 
tising Day immediately following the 
Grand Rapids convention of the Ad- 
vertising Federation of America in 
June. In addition to special show- 
ings of “Golden Years of Progress,” 
many other events will be staged for 
what has been styled “Convention 
Number Two.” 

All of these plans, however, are of 
necessity being held in abeyance 
pending the display of a little more 
enthusiasm and cash by advertising 
men themselves. A. W. Sherer and 
Ray Schaeffer are working hard, but 
encountering a highly modernized 
version of the old game of “Well, I’m 


salesman to John, Harry and Tom, 
who are out of town for an indefinite 
period. 


Graham Leaves Rockne 


George Graham, vice-president in 
charge of sales and a director of 
Rockne Motors Corporation, has re- 
signed. His resignation is in line 
with Studebaker Corporation’s plans 
to merge the sales organization of 
the parent company and its subsid- 
iaries. Rockne manufacturing opera- 
tions have also been transferred to 
South Bend. 


Pure Oil to Sell Tires 


Pure Oil Company has assumed the 
retail merchandising of General Tire 
Company’s Yale line in the entire ter- 


Candy Jobbers 
Plan New Deal 
In Marketing 


Chicago, March 30.—With seventy 
jobbers from eight states as charter 
members, Confectionery Jobbers’ Al- 
liance of America was formed at a 
meeting here this week. 


Hawkins in Charge 


W. TT. Hawkins, widely known 
candy expert, is general manager of 
the new organization, with which J. 
Frank Grimes, president of Independ- 
ent Grocer’s Alliance and Independ- 
ent Druggists’ Alliance, is affiliated 


Hilmer V. Swenson Company, which 
is also the agency for I. G. A. 

Two new brands have been created. 
One is Candy Time, for a boxed 
chocolate, the other Grand Slam, for 
a bulk item. Co-operative buying of 
other lines is planned. 


Educate Salesmen 


For the present, in addition to 
planned merchandising, controlled 
sales direction, organized advertising 
and co-operative buying, efforts will 
be directed at the education of job- 
bers’ salesmen, regarded as the weak 
spot in the distribution chain. 

Meetings of these salesmen will be 
held in the field, following gatherings 
of jobbers at Chicago. Initial mem- 
bership in the C. J. A. is confined to 


willing, but you’ll have to sell George | ritory east of the Rocky mountains,|as executive advisor and consultant. | Illinois, Wisconsin, Michigan, Ohio, 
too.” And George usually refers the| with the exception of New England.| Advertising is in the hands of | Indiana, Minnesota and Iowa. 
e . 


WHAT THE SHADOW POINTS AT 
THE WOMAN USUALLY BUYS 


HE grocer doesn’t see the shadow 

pointing at the can of Dilge’s 
Panther Soup. But what the shadow 
points at, Mrs. Nerp is probably going 
to buy. 

The shadow of her husband, of course. 
The husband whose preferences and 
even pleas follow Mrs. Nerp into the 
places where she serves as purchasing 
agent for the family of which he is 
treasurer. Other things being equal, 
Mrs. Nerp buys the particular product 
she knows Mr. Nerp likes. 

When a woman buys shirts for her 
husband, she buys the kind he prefers. 
When she buys perfumes for herself, 
she is thinking of her husband’s tastes. 
When she buys food for both of them, 
she averages her likes and his before she 


DOES THE SHADOW 
POINT AT, OR AWAY 
FROM, YOUR GOODS? 


names a brand. And when it comes to 
radios, automobiles, electric refrigera- 
tors and such important things, a family 
conference decides. 

No wonder Dealer Influence falls 
apart when it comes up against Hus- 
band Influence. No wonder an increas- 
ing number of advertisers are seeing the 
importance of having the goodwill of 
men toward even the products that 


only women ever purchase. And they 
have found a way to ensure this 
double readership of their message 
without waste, even without extra 
cost. 

That way lies in the Family Group 
magazines, of which Redbook is one. 
Every thousand copies of Redbook are 
read by 1480 women and 1420 men. 
Moreover, in Redbook you pay 30% 
less to reach the whole family —women 
plus men—than you pay to reach half 
the family through other media. Even 
if it didn’t help to have men see your 
advertising, it would cost less to reach 
women alone in Redbook! 

Sell the family and you sell all. Red- 
book Magazine, 230 Park Avenue, New 
York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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ADVERTISING AGE 


April 1, 1933 


POPULARITY OF 
PROGRAM IN 15 
CITIES STUDIED 


New York, March 30.—Ed Wynn's 
Texaco program was the most popu- 
lar sponsored chain program on the 
air during the past winter, results 
of a 12-week study of program pre- 
ference in 15 cities made by Arnold 
Research Service, indicates. The 


comedian’s audience included 78 per 


cent of the total listening audience 
available to his program, the study 
says. 

Others high up the list in prefer- 
ence, according to the study, included 
Robert Burns, 57 per cent; Gold- 
bergs, 56 per cent; Maxwell House, 
52 per cent; Blue Ribbon Malt, 51 
per cent; Amos and Andy, 51 per 
cent: Eno Crime Club, 49 per cent; 
Oldsmobile, 44 per cent; Buick, 40 
per cent; Pond’s, 39 per cent; Sher- 
lock Holmes, 35 per cent; 


Other Leaders 


Myrt and Marge, 35 per cent; 
Wheatena, 34 per cent; Inside Story, 
34 per cent; Barbasol, 34 per cent; 
Romantic Batchelor, 33 per cent; 
Eskimo Club, 33 per cent; Royal 


Vagabonds, 33 per cent; Sinclair 
Minstrels, 32 per cent; Fu Manchu, 
31 per cent; Tastyeast, 30 per cent. 

Allowance must be made for the 
fact that all of the programs were 
not on the air during the period 
studied, while others changed the 
time of broadcast and the chain set- 
up used. 


How Study Was Made 


The study, which was developed 
from 36,000 telephone interviews 
made in fifteen-minute periods dur- 
ing the hours of 7 to 8 and from 
9 to 10, E. S. T., every evening in 
the week except Sunday, took in the 
cities of Chicago, Cincinnati, Detroit, 
Providence, Washington, Albany, 
Cleveland, Hartford, Kansas City, 


New York, Baltimore, Boston, Buf- 
falo, Philadelphia, and St. Louis. The 
survey shows listening in station 
cities only, in the basic network 
areas. 

The 36,000 calls made in these 15 
cities developed the information 
that 95 per cent of the telephone sub- 
scribers have radios, of which 39 per 
cent were in use on the average dur- 
ing the period covered. 

Of those interviewed, 57 per cent 
were listening to sponsored pro- 
grams, 34 per cent to sustaining or 
local programs, and nine per cent did 
not know which program they were 
listening to. Of those listening to 
sponsored programs, 58 per cent rec- 
ognized the sponsor, while 42 per 
cent did not. 


; We are now occupying 


the 234 floor of the 


Pershing Square Building 


100 East 424 Street 


(CORNER OF PARK AVENUE) 


Our new telephone number 1s Caledonia 5-1900 


WILLIAM ESTY, President 
JULIAN U. CARGILL, Vice-President 
DONALD T. CARLISLE, Vice-President 
P. WESLEY COMBS, Vice-President in Charge of Marketing 
JAMES S. YATES, Vice-President and Art Director 


COPY 
GERALD H. CARSON MONICA B. O’SHEA 


KENNON JEWETT 


THELMA WALKER 


MEDIA 


E. H. CUMMINGS, Secretary, Newspaper and Outdoor Space Buyer 


JOHN C. ESTY, Magazine and Radio Space Buyer 
ROBERT B. WHITE, Trade and Technical Space Buyer 


PRODUCTION 
L. M. BROWNELL, Jr., Production Manager 
J. J. FLANAGAN, Jr., Traffic Manager 


WILLIAM ESTY AND COMPANY 


INCORPORATED 
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‘PAMPERED WOOL’ 
TO AID SALES OF 
B.V.D. SURF WEAR 


New York, March 30.—New fabric 
developments are the springboard 
which will propel the B. V. D. Com. 
pany’s 1933 line of surf suits for 
women and swim suits formen. This 
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year’s copy, placed by Pedlar & 
Ryan, Inc., will appear in spring is- 
sues of Vogue, Harper’s Bazaar, Cos- 
mopolitan, College Humor and Sense, 
Motion Picture Magazine, Movie Clas- 
sic and Photoplay. 

The most important fabric develop- 
ment from the merchandising stand- 
point is “pampered wool,” the new 
worsted from which all B. V. D. 
suits are knit. The importance of 
this improvement has given rise toa 
hall-mark including a pampered 
lamb which will be used to identify 
consumer advertising and the prod- 
uct. 

“Never before has swim suit 
worsted been so coddled and cared- 
for as B. V. D.’s Pampered Wool,” 
say the copywriters. 

“It’s all in the secret processing— 
exclusive with B. V. D. Not a trace 
of the old ‘scratchy’ bathing suit 
feeling can be found in its amazingly 
soft and comfortable surface. B. V. 
D.’s stunning colors are enhanced by 
the lustrous Pampered Wool finish.” 


Introduce Novelties 


A seasonal novelty is “tweed knit,” 
a pattern with a tweedy effect, with 
which the company expects to cash 
the current popularity of tweed for 
women’s clothing. A long run has 
been predicted for the third improve- 
ment, the use of Lastex “two-way 
flexibility” yarn, which will be uni- 
versally promoted by swim suit 
manufacturers this year. The ma- 
terial is said to afford maximum com- 
fort, softness and supple figure-con- 
forming fit. Lastex models are made 
for women only, and it is assumed 
they will be standard beach attire 
for those who are sure they have no 
defects to conceal. 

Johnny Weissmuller will continue 
as the patron saint of the line and 
the model for the men’s numbers. 
Professional models_ will exhibit 
women’s suits in publication adver- 
tisements and movie stars will ap- 
pear in the art work for point-of-pur- 
chase advertising. 


Goodrich Names Seven 


District Managers 


Appointment of seven district man- 
agers for the tire division of B. F. 
Goodrich Company has been an- 
nounced by S. B. Robertson, vice 
president. 

Norman H. Keeling becomes dis- 
trict manager at Buffalo, C. L. Camp- 


at Chicago, A. B. Down at Milwaukee, 
J. E. Wacksmuth at Los Angeles, W. 
G. Sabine at Omaha, and M. F. Davis 


eral charge of all sales, merchandis- 
ing and advertising programs in 
their respective districts. 


Victor Joins Agency 


Frederick Victor, Jr., until recently 
advertising manager of Red Bank, 
N. J., Standard and at one time with 
Millsco Agency, New York, has joined 
the staff of Zinn & Meyers, Inc., New 


York. 


bell at Charlotte, N. C., A. C. Kelly. 


at Pittsburgh. They will have gen- i 
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STREET SCENES 
GIVE CREDENCE 
TO COKE COPY 


Boston, Mass., March 30.—Photo- 
graphs of streets provided a new and 
fruitful testimonial in a campaign 
just concluded by the New England 
Coke Company. More than 165,000 
lines of advertising, constituting the 
largest newspaper campaign at na- 
tional rates which ever ran in Bos- 
ton in the same period of time, was 
employed to prove “Your neighbors 
know New England Coke.” 

The campaign followed a survey 
made last August, in which several 
thousand calls were made on consum- 
ers. This investigation indicated 
that relatively few consumers of 
coke knew exactly what the product 
was; that many harbored a preju- 
dice against coke based on experi- 
ence with gas house coke, which is 
an entirely different product; and 
that proper use of coke had not been 
sufficiently explained to many con- 
sumers. 

Louis Glaser, Inc., the agency in 
charge, believed that educational ad- 
vertising of a testimonial nature was 
indicated, but cast about for some 
fresh approach, feeling that testi- 
monials as such have been somewhat 
discredited. 


Streets Are Pictured 


From records of the New England 
Coke Company and its dealers, the 
agency discovered that in hundreds 
of streets in and around Boston, 
more than 50 per cent of the families 
depended upon coke for fuel. 

This suggested picturing the thor- 
oughfares where coke was so popu- 
lar. Since the survey revealed that 
most of the original purchases of 
coke were made as the result of a 
recommendation by friends, the 
agency originated the slogan, “Your 
neighbors know New England Coke” 
as a fitting companion for the illus- 
trations. 

Large space was used in the cam- 
paign. In some cases, a picture of 
a thoroughfare where New England 
Coke is particularly popular occu- 
pied one-half or more of the space. 
In others, a score or more streets 
were pictured in a single advertise- 
ment. 

The copy gave actual figures on the 
dominant place of New England 
Coke in each instance. In the case 
of a picture of Cass street, Melrose, 
it was explained that 86 per cent of 
the families use this fuel exclusively. 


Use Outdoor and Radio 


The newspaper campaign was sup- 
ported by the largest outdoor show- 
ing ever used in metropolitan Bos- 
ton, more than 700 posters and 
painted bulletins being used for three 
months. More than 175 dealers co- 
operated in the outdoor display. 

The campaign also went on the 
air with 25 radio broadcasts in Bos- 
ton and additional ones in Spring 
field, Manchester, Portsmouth and 
Portland. 

Finally, more than 2,000,000 pieces 
of printed literature were distrib- 
uted. 

During the course of the campaign 
an interesting innovation in radio 
broadcasting was developed. While 
small audiences had always been in- 
vited to attend the company’s broad- 
casts, a room of the Hotel Statler 
was engaged for special perform- 
ances. This room, accommodating 
500 guests, was filled to capacity for 
these extra entertainments. given fol- 
lowing the regular broadcasts. 


Makes Most of Holiday 


The bank holiday in Boston, with 
its general feeling of apprehension, 
gave the company an opportunity to 
evince its faith in its community and 
its country in unmistakable fashion. 
It took double-page advertisements 
in every newspaper in Boston to re- 
iterate its message, the absence of 
many regular advertisers from the 
paper giving the copy unprecedented 
attention value. 


be believed,” said an officer of the 
company. “The copy showed streets 
that everybody knew. It established 
credence by talking about familiar 
scenes and the feeling of families 
who have lived in Boston for years. 
The evidence of superiority of prod- 
uct and its popularity with Boston 
residents was so strong as to be over- 
whelming.” 

Newspapers of Framingham, Wor- 
cester, Springfield, Manchester, 
Portsmouth and Pawtucket also car- 
ried the campaign, which resulted in 
a definite increase in sales, while 
paving the way for further gains by 
revealing the difference between 
New England Coke and competitive 
fuels. 


Unusual Teasers 
Arouse Interest 


In Special Sale 


(Picture on Page 16) 

St. Joseph, Mo., March 30.—What is 
believed to have been one of the most 
unusual newspaper campaigns ever 
staged by a department store was 
completed here March 25 when Town- 
send, Wyatt & Wall, large local store, 
used eight pages in the News-Press 
to formally announce a “blue ribbon” 
sale the following day. 


Starting March 20 the store in- 


augurated a teaser campaign in the 
News-Press and Gazette, in which 
sizeable space was used to show pho- 
tographs of prominent local struc- 
tures, including the city hall, the 
court house, the post office, a local 


theater, the News Corporation build- 


ing, and the Free Bridge, on each of 
which was a placard designed to 
arouse curiosity in what was to come 
later. 


For instance, the opening adver- 
tisement showed the city hall, with a 
huge placard cleverly imposed across 
the face, which announced that “the 
entire city will sizzle with the news”; 
the courthouse scene was embellished 
with an attractive poster saying that 


“This was a campaign that had to 


“Buchanan County will buzz with ex- 
citement,” etc. 


Series Is Reproduced 


The only identifying copy on any 
of the teaser advertisements was the 
name of the department store, set in- 
conspicuously in a corner. 

The entire series of six teaser ad- 
vertisements was reproduced on 
Thursday in a full six-column adver- 
tisement which also showed the 
store’s home, and which announced 
that Friday would be courtesy day 
for the huge Saturday event. No 
bargains were mentioned in this ad- 
vertisement, copy referring the 
reader to the eight-page advertise- 
ment in the following day’s paper. 


THIS GIRL SPENDS 


*419.°* 


ON HERSELF...EACH YEAR! 


GHE spends more than $35 a 
year on beauty items 
alone; over $32 on hosiery for 
herself; nearly $29 on sports 
equipment. She is young. 
9 chances out of 10, she is 


under 35, at the age when the 
impulse to buy, and forget 
the cost, is strongest. She is 
more likely than not to bea 
wage-earner in her own right, 
she has the money to spend. 


IS HER TRADE WORTH 


2c A 


YEAR 


TO YOU? 


Even if you used full pages 
every month, it would cost 
you only 2c a year to reach 
this girl! She is one of the 
million women buyers who 
read Fawcett Women’s Group. 
89.93% of these women are 
under 35. 81.34% are them- 
selves wage-earners, or wage- 
earners’ wives. According to 
the latest survey, these same 
women spent over four hun- 
dred million dollars ($419,540, - 
000, to be exact) just on per- 


Now it 
can be told 
THe TrutTH Asout DieTRicH 


To Reach a Million Women 


lee 


Week-End 


THE LOWEST 
PAGE RATE 
PER 
THOUSAND 


sonal, feminine wants, in the 
last year alone. 


This was the market that 
gave Fawcett Women’s Group 
a circulation increase of 
46.4%, and boosted its adver- 
tising revenue 20.4%, and 
brought many advertisers 
constantly-growing returns. 
What will this market yield 
for you? Write, and let us 
send you the complete story, 
now ! 


HOLLYWOOD } 


o 


aweett “Women’s Group 


MINNEAPOLIS 


NEW YORK 


FAWCETT PUBLICATIONS, Inc. 
CHICAGO 


LOS ANGELES 


SAN FRANCISCO 
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ADVERTISING AGE 


April 1, 1933 


Mexico Plans Campaign 


Mexican steamship lines, railroads, 
aviation lines, hotels and resorts will 
cooperate in an intensive campaign 
this year for American tourists, ac- 
cording to Enrique D. Ruiz, Counsel 
General of Mexico, New York. 


BEER 


Means just one thing to the 
plumber and that is work. 
Beer faucets, beer pumps, 
coils, drains, cooling equip- 
ment, etc.—all are installed 
by the plumber. 


That’s why the readers of 
DOMESTIC ENGINEER- 
ING are happy—they are 
busy selling and installing 
beer dispensing equipment. 
Have you anything they 
can sell? 


DOMESTIC ENGINEERING 
1900 Prairie Ave. CHICAGO 


WANTED AT ONCE— 
Advertising manager for screen magazine 
with circulation in excess of 600,000. 
Must be thoroughly experienced with mass 
circulation appeal, able to function as an 
executive, and reputation must stand thor- 
ough investigation. Write at once, giving 
age, previous connections and references. 
Box 309, care of Advertising Age, 330 
W. 42nd St., New York City. 


y ) ei Ageia” 


We LARGEST 
PHOTO-ENGRAVING 
ORGANIZATION 
IN CH - @ 


ENGRAVING COMPAN 


817 W. WASHINGTON BOULEVARD 


rrone MONROE FOSO 


Color Ben Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


a 
'VE FOUND 
THE BEST 

HOTEL VALUE 

IN NEW YORK 

CITY 


Just think ... a mod- 

ern, new hotel, in the 

heart of New York— 
200 feet from Broad- 

way on 45th Street. 
A roomand bath for one, 

$2.50; for two, $3.50. 

It's the 


\A\ PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


SHELL MAKES RAPID CHANGES IN OUTDOOR SHOWINGS 


A BIG STORY 


This poster, which went up throughout the middle west for Shell Petroleum Corporation last Saturday, 
will carry a new headline within a week of its appearance, and will be entirely replaced on April 8 by 
a new showing explaining the "big story" which this teaser copy forecasts. 


Rapid Changes 
Feature Shell 
Outdoor Copy 


Chicago, March 29.—Gearing its 
outdoor advertising to the tempo of 
the moment, Shell Petroleum Cor- 
poration last week launched an out- 
door campaign throughout the middle 
west which involves three changes of 
copy in this medium within two 
weeks, in a special teaser campaign. 
Outdoor Advertising Agency of 
America is in charge. 

First shot in the new campaign 
was fired March 25 when posters an- 
nouncing “A Big Story,’”’ and illus- 
trated with the well-known Shell in- 
signia and a huge calendar pad mark- 
ing April 8, went up throughout the 
territory covered. 

Instead of staying up the custom- 
ary month, the headline on these 
posters will be changed on April I, 
just a week after their first appear- 
ance, to read, “Today’s New Deal.” 
Carrying the idea of rapid changes 
still further, the entire poster will 
come down April 8, and will be re- 
placed by a new one which will ex- 
plain the “big story” and the “new 
deal.” 

Despite the flexibility and timeli- 
ness which these rapid changes 
give to the advertising, the only 
extra cost entailed is the regular 
manual charge for posting extra pa- 
per, the agency reports. 

The outdoor campaign is one fea- 
ture of a $2,000,000 drive to intro- 
duce a new Shell product, which will 
break in newspapers April 3, and 
will continue throughout the spring 
and summer. 


“Econostat,”’ New Paper 


on Business, Is Started 


Joseph Stagg Lawrence, formerly 
editor of Bradstreet’s Weekly, has 
organized and will edit The Econo 
stat, a new publication reporting 
business and financial news, which 
made its appearance March 25. A.S. 
Dempewolff, formerly promotion man- 
ager of Bradstreet’s Weekly, and be- 
fore that promotion manager of 
Doubleday Doran publications and 
the Quality Unit, has joined the new 
paper as business manager. 

The Econostat has announced that 
it will not solicit advertising until 
its market and circulation have been 
thoroughly developed. Offices are at 
232 Madison Ave., New York. 


May Organize Sales 
Group for Anthracite 


Seven new members have joined 
The Anthracite Institute, a research 
and statistical organization main- 
tained by the coal industry, bring- 
ing a total of 83 per cent of the in- 
dustry into the group. 

A general meeting of the heads of 
anthracite coal companies has been 
called in Atlantic City April 7-8, at 
which time it is expected that much 
time will be devoted to possible or- 
ganization of an anthracite sales 
agency, similar to Appalachian Coals, 
Inc., which has recently been de- 
clared legal by the United States su- 


TOOTHPASTE AND 
LIPSTICK TEAM 
IN SALES DRIVE 


New York, March 29.—The manu- 
facturer of a new lipstick, who 
wished to do some sampling, and the 
Forhan Company, which was look- 
ing for a means of inducing non- 
users to give its dentifrice a trial, 
pooled their problems with the re- 
sult that the Forhan Company has 
been enabled to offer a lipstick “of 
the regular 75-cent to one-dollar 
quality” free in exchange for an 
empty carton of large size Forhan’s. 
The official price of the dentifrice is 
60 cents, but it is sold regularly as 
low as 34 cents. 

The offer was tried out in the 
New York Daily News Feb. 5 and 
was repeated in a full page in the 
comic section of the Hearst news- 
papers a month later. Metropolitan 
Comics, syndicated to Sunday edi- 
tions of metropolitan newspapers, 
carried the advertisement last week. 
A full page was used in both comic 
groups. 


Lipstick Gets Play 


In view of the fact the advertis- 
ing has been placed by the Forhan 
Company, it is surprising that the 
copy shows extreme partiality for 
the lipstick, and since the lipstick 
manufacturer must have made great 
price concessions in order to secure 
the publicity and sampling, it is re- 
markable that the advertisement 
does not identify his product by 
name. Explanation of these points 
has been withheld by the advertiser 
and agency, McCann-Erickson, Inc., 
until the campaign is over. Those 
who receive the lipsticks, however, 
can identify them hereafter by the 
distinctive case and “Coryell” 
stamped on it. 

The nine-panel strip which forms 
the principal part of the advertise- 
ment is obviously lipstick copy. The 
dentifrice is mentioned in only one 
panel wherein one character tells 
another of the special offer. 

The strip tells how a clever girl 
got a man for the boy friend’s sister 
by introducing her to the lipstick, 
thus ending the annoyance of having 
to share her escort with his sister. 
The remainder of the advertise- 
ment consists of two equal elements, 
one featuring the lipstick and the 
other Forhan’s. 

The only extra expense for the free 
lipstick is three cents “‘toward cost 
of packing and mailing.” A coupon 
is included, but the copy emphasizes 
that it is not necessary to use it, the 
empty carton, name and address and 


required. 
30. 


Smith Is Art Executive 


preme court. 


New York agency. 


three-cent stamp being all that is 
The offer expires April 


Lann B. Smith has been appointed 
art director of Hirshon-Garfield, Inc., 


Shows Clients’ 
Merchandise in 


Public Exhibit 


Cincinnati, O., March 29.—Forty- 
two famous quilts belonging to the 
Stearns & Foster Company, Cincin- 
nati, a client of Procter & Collier 
Company, formed the nucleus for an 
unusual public showing of the mer- 
chandise of all the agency’s 64 clients 
in the Procter & Collier Bldg., March 
23-25, which drew 5,137 people, by 
actual count, to view the various 
products shown. 

Space was used in all three Cin- 
cinnati dailies to announce the event, 
spot announcements over the five 
local stations were made, and an- 
nouncements were also made before 
practically all local luncheon clubs, 
in addition to which the local dailies 
and 27 papers in surrounding towns 
and cities carried news stories of the 
exhibit. Local distributors were noti- 
fied of the merchandise display and 
many cooperated by placing cards 
announcing the event in their win- 
dows. 

A pre-showing for clients was held 
the evening before the exhibit 
opened, at which, representatives of 
52 clients were present, the others 
finding it more convenient to attend 
during the public showing. 

Display cards were placed on all 
the merchandise and members of the 
agency staff were on hand through- 
out the building to explain the mer- 
chandise to visitors. 


Commission Examines 


Directory Methods 


The relationship between the Reu- 
ben H. Donnelley Corporation, pub- 
lisher of classified telephone direc- 
tories, and the New York Telephone 
Company, whereby the latter collect 
installments due for directory adver- 
tising, has become the subject of an 
investigation by the Public Service 
Commission. 

A hearing will be held 
York April 7. 


Pay Two-Cent Tax 


The right of retailers to affix only 
a two-cent stamp to packages of cig- 
arettes they sell for twelve cents has 
been upheld in a permanent injunc- 
tion granted in the federal court at 
Birmingham, Ala., on petition of D. 
A. Schulte, Inc. Under the tobacco 
tax act the state had claimed that a 
three-cent stamp was necessary. 


in New 


Oklahoma Imposes 


New Tax on Chains 


Oklahoma legislature has passed a 
drastic chain store tax bill, providing 
for a $350 tax on the tenth store in 
a chain, and $500 for each above ten. 

Filling stations, lumber yards and 
wholesalers are exempt. 


Waggoman Is Switched 
R. B. Waggoman, formerly busi- 
ness manager of New Mezico State 
Tribune, has been named business 
manager of Fort Worth Press. Both 
papers are members of the Scripps- 


EXPLAIN WAYS T0 
AID UNEMPLOYED 


New York, March 30.—Following a 
study of the plans of advertising 
clubs affiliated with Advertising Fed- 
eration of America to aid in solving 
the problems of unemployed adver- 
tising men and women, A. F. A. head- 
quarters has issued a bulletin on the 
subject which details the successful 
operation of plans to aid the unem- 
ployed which have been worked out 
by half a dozen clubs. 

“In connection with a discussion 
of the unemployment situation as it 
affected advertising men and women, 
earried on in the pages of ADVERTIs- 
ING AGE during the latter part of 
January, President Kobak queried 
the clubs regarding methods of meet- 
ing the problem,” the bulletin says. 
“Several clubs reported that the 
problem had not as yet become acute 
in their communities; that they had 
been able to meet it so far through 
the operation of their regular per- 


sonnel committees, mutual benefit 
funds, ete. 
“Reports from four of the clubs 


presented four such distinctive plans, 
each of which, moreover, was prov- 
ing successful in the particular sit- 
uation it was created to meet, that 
they are given to you in detail.” 


Plans Explained 


Among the plans described was 
that of Adcraft Club of Detroit, 
whose secretary-manager, Harold M. 
Hastings, reported that “in the past 
month we have placed six people in 
more or less permanent positions and 
also supplied eight or ten for tem- 
porary jobs running from one week 
to one month”; that of Advertising 
Women of New York, whose plan of 
affiliating with a commercial agency 
was described in ADVERTISING AGE 
some time ago; that of Advertising 
Club of Newark, N. J., whose secre- 
tary, J. Douglas Gessford, reports 
the placing of over 350 men and 
women during the past three and 
one-half years; and that of Associa- 
tion of Advertising Men of New 
York, which has secured the services 
of an unemployed secretary to keep 
the club offices open and handle 
calls and maintain a card index of 
unemployed members. 

Other plans to aid unemployed 
club members described in the bulle- 
tin are those of Women’s Advertis- 
ing Club of St. Louis and Junior Ad- 
vertising Club of St. Louis. 


Hawley Associates 
Have Two New Clients 


American Sand Banum Company, 
New York, distributors of the new 
automotive specialty Stall-Pruf, has 
appointed Ray Hawley Associates, 
New York. 

The agency has also been named by 
Dudley P. Dewell, cosmetics, New 
York. A modest test campaign will 
be released soon on Creme Levure 
and Creme Lacto. 


Amalgamated Leases 
Offices and Studios 


Amalgamated Broadcasting System, 
Inc., New York, with which Amalga- 
mated Artists Bureau, Inc., is affil- 
iated, has leased two floors at 501 
Madison Avenue. 

When the new quarters are occu- 
pied about April 1, the name of the 
building will be changed to Amalga- 
mated Broadcasting Building. 


Texas Weekly Press 
Group Elects Officers 


F. B. Russell, Belton Journal, was 
elected president of Texas Weekly 
Press Association at its organization 
meeting in Austin. R. A. Gaines, 
Rockwell Success, was named vice- 
president, and Mrs. A. D. Potter, 
Austin, secretary-treasurer. 

Permanent offices will be main- 
tained in Austin. 


Columbia Oil Appoints 


Advertising of Columbia Refining 
Company, Long Island City, New 
York, packaged oil, greases and draw- 
ing compounds, has placed its ac- 
count with Churchill-Hall, Inc., New 


Howard group. 


York. 


uae ————————— — SS a a 
es 
we 14 ee fe A 
os ale  ——————EeeeeeeeeaeaeaeaeEeEeoeEOEeEOOe = 
ee 
) a ee . | 
a iin ot 1 
” , 5 April f 
i, y i : 
eek ‘ s | o | 
ee + \. s ee 2 \ \ \ \ | / / // : ! a ie. cal 
son OR ss ® \il ZA , a | vee lar 
ae ter 
mee be 
ge Sc du 
ee iur 
eigas < ( 
ee <———_ TE LS A TTT _ vel 
cag = . | th 
2 eR pre |\ * | scr 
pie eee ne} 
as ae — lar 
te res eS sec 
pecs SS moweomen | —— pel 
: cal 
y 
a - 
cmenoririane the 
the 
pla 
7 
$s CES A TT pe 
. bs sites ——eeeeEeEEEEEEEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeeEeEeEGE05—orooOOoOoc_ rerovmve ea 
; cos 
ete ha’ 
“ae has 
rae eode sitt 
me | I 
: lat 
ee at 
mt lat 
Ans cov 
od he 
aR ana 
as 
me the 
: eg poi 
ee res 
ee fur 
: ee dit! 
sarees wel 
hoa q tior 
ieee IN BLACK OR COLORS | aa 
ee SRE noe 
en «1 Pi 
ae Po PC atal 
ad NE ELSIE 08 _ dea 
eatin of 1 
aed. : z yc ing 
ce | ee sho 
as se | ers 
ca tf — — lea 
Piso re a ket: 
Moats toll 
= ee a eee —- - mec 
oe _ = 
ai sch 
: | ing 
: ee vie’ 
oo "7 
2 \* 
a iz sal 
; = sitting samisiaeetaasineten 
and 
\ 
of 
| Pe as 
: the 
| 4“ 
| fers 
| mel 
tior 
——_—_ hav 
| a eS 
mo 
ee obj 
‘ es : 
ma 
| _ ee rer 
ee Se | a giv 
a 
ns 
eee 2 
ee Hie) eT , aia ao. ae ee en ee Ey, Ce eae | : . er ae . 2 a ae : s t : i . : | : i = ie = Site eS i = : : ; < oy “ oe # te : oe i he bas 
es 2 St ne Re gn Se I ey ey eee Tee al mM A ee cee ore yee ee ee 


933 
——_ 


inga 
‘ising 
Fed- 
Iving 
\dver- 
head- 
n the 
essful 
inem- 
d out 


ission 
as it 
omen, 
ERTIS- 
irt of 
1eried 
meet- 
says. 
it the 
acute 
y had 
rough 
r per- 
renefit 


clubs 
plans, 
prov- 
ar sit- 
. that 


1 was 
etroit, 
old M. 
ie past 
yple in 
ns and 
r tem- 
> week 
rtising 
plan of 
agency 
G AGE 
rtising 
. gecre- 
reports 
on and 
ee and 
\ssocia- 
f New 
services 
to keep 
handle 
idex of 


nployed 
e bulle- 
dvertis- 
lior Ad- 


lients 
ompany, 
the new 
ruf, has 
sociates, 


amed by 
2s, New 
ign will 

Levure 


tudios 
‘System, 
Amalga- 
is affil- 
3; at 501 


ire occu: 
ie of the 
Amalga- 
a 


fficers 


rnal, was 
Weekly 
anization 
. Gaines, 
ned vice- 
Potter, 


be main- 


oints 


Refining 
ity, New 
and draw- 
d its ac 
Inc., New 


April 1, 1933 


ADVERTISING AGE 


15 


KRAFT PROVIDES 
PORTFOLIO. FOR 
EVERY MEDIUM 


Salesmen Cary Eight Books 
For Campaign 


Chicago, March 30.— The current 
campaign of Kraft-Phenix Cheese 
Corporation is not only one of the 
largest in the company’s history, but 
will establish a new standard for in- 
tensive merchandising to dealers. 

The bulky presentation which has 
been issued in the past has been re- 
duced to eight smaller and more in- 
viting portfolios, divided by med- 
jums. 

One is devoted to magazine ad- 
vertising, with a second analyzing 
the coverage given. A third de- 
scribes the newspaper campaign on 
cheese, while a fourth shows the 
newspaper copy on mayonnaise. 

Outdoor advertising, confined 
largely to the Pacific Coast, is dis- 
sected in a fifth. while the value and 
penetration of subway and elevated 
ear cards are portrayed in a sixth. 

A seventh book is issued for radio 
advertising, while the eighth shows 
the dealer how to cash in on all of 
these mediums with powerful dis- 
plays in his store. 

The formidable portfolios issued in 
the past have been regarded by many 
dealers as something to avoid at any 
cost. As a matter of fact, it would 
have required several hours to digest 
one of them properly, and no dealer 
has that much time to spare at one 
sitting. 

Dealers are not expected to assimi- 
late all eight of the new portfolios 
at one visit of the salesman. The 
latter explains that since each book 
covers one phase of the campaign, 
he will discuss only one or two this 
time, reserving the others for later 
analysis. 


Opportunity for Salesman 


This creates an opportunity for 
the salesman to make a later ap- 
pointment, at which he can not only 
resume his explanation of the far- 
flung advertising, but note the con- 
dition of the dealer’s stock and how 
well he has carried out the sugges- 
tions as to display and arrangement 
of stock. 

The portfolio on magazine adver- 
tising gives a list of the papers to 
be used, insertion dates and other in- 
formation, and shows coverage by 
states, cities and trading areas. Each 
dealer thus sees exactly how much 
of this magazine circulation is work- 
ing for him. 

The breakdown, in one instance, 
shows the distribution of magazine 
circulation by sections of a city, deal- 
ers familiar with this metropolis 
learning that the advertising blan- 
kets the well-to-do families. 

Somewhat the same methods are 
followed in the presentation of other 
mediums. A complete list of the 
more than 1,000 newspapers on the 
schedule makes an impressive show- 
ing, whether the dealer takes a broad 
view or looks at it with his own indi- 
vidual interests in mind. 

The eight books are carried by 
salesmen in an ingenious kit, opened 
and closed quickly by a zipper at- 
tachment. 


Problem of 1933 


John H. Platt, advertising manager 
of Kraft-Phenix Cheese Corporation, 
explained the philosophy underlying 
the big 1933 push. 

“Each year has brought us a dif- 
ferent problem,” he said. “In for- 
mer years, manufacturing, distribu- 
tion and development, respectively, 
have loomed as the outstanding need. 
This year there is no doubt that 
more and better selling is the big 
objective, 

“This fact has been emphasized by 
manufacturing improvements and a 
repackaging job which virtually 
gives us new products to introduce. 


EXPLAINING THE PLAN TO DEALERS 


Kraft-Phenix Cheese Corporation has issued these nine portfolios, 
each devoted to a different phase of the campaign, to merchandise 


current advertising to its dealer organization. 


We decided, therefore, to concentrate 
on selling—to give salesmen the am- 
munition with which to put forth 
more effective efforts. 

“An interesting feature of the cam- 
paign is the special newspaper drive 
in the South. We believe this will 
enable us to enlarge the gains al- 
ready made in that section, where 
our branch plants have stamped us 
as being an integral part of the 
South.” 

J. Walter Thompson Company is 
in charge of the campaign. 


C. Brooks Middleton 
Is Chicago Visitor 


C. Brooks Middleton, account ex- 
ecutive for Campbell-Ewald Company, 
New York, was a visitor in Chicago 
this week with his wife and son. Mr. 
Middleton is a son of J. E. Middleton, 
Chicago manager for Fred Kimball, 
Ine. 

He reported that United States 
Rubber Company, whose advertising 
he handles. will again feature tem- 
pered rubber in tires. Magazines and 
posters will be used in addition to a 
sixty-forty newspaper advertising 
plan for dealers. 


N. 1. A. A. Appoints 
Convention Chairmen 


H. F. Barrows, Austin-Western 
Road Machinery Company, Chicago, 
has been appointed program chair- 
man for the convention of National 
Industrial Advertisers’ Association in 
Chicago June 26-28. 

Other chairmen: Exhibits, Milo E. 
Smith, Chicago Bridge & Iron Com- 
pany; attendance promotion, W. I. 
Brockson, Steel Sales Corporation; 
entertainment, Julius Holl, Link-Belt 
Company; registration, S. Bowles 
King, Sullivan Machinery Company; 
transportation, H. W. Stoetzel, Re- 
public Flow Meters Company. 


Allen Promoted 
by Cement Body 


W. D. M. Allen, manager, cement 
products bureau, Portland Cement 
Association, Chicago, has been ap- 
pointed director of promotion. Mr. 
Allen’s old post is filled by W. G. 
Kaiser. 

Cc. R. Ege, manager of the adver- 
tising and publications bureau, has 
been appointed assistant secretary. 


Sectional Copy 
Planned for Beer 


Bindley Grocery Company, Marion, 
O., has appointed Jay H. Maish Com- 
pany as its agency, following its ap- 
pointment as distributor for Bud- 
weiser Beer. 

The agency is planning a sectional 
campaign for Budweiser. 


Ward Shows Loss 


A loss of $5,687,000 for 1932 is 
shown in the annual statement of 
Montgomery Ward & Co., covering 
the 13-month period ending Jan. 31, 
1933. Sales during the period were 
$176,489,000. In the 13 months 
ended Jan. 31, 1932, sales totaled 
$210,946,000 and loss was $9,737,000. 


Guion Moves 
Alfred D. Guion & Co., Bridgeport, 
Conn., agency, has moved to new 
and larger quarters at Fairfield and 
Broad Sts. 


CHARIS STRESSES 
PERSONAL ANGLE 


Allentown, Pa., March 30.— Be- 
cause all women, except the fortu- 
nate few who are perfectly endowed 
by nature, are interested in improv- 
ing their figures, the Charis Corpora- 
tion, maker of foundation garments, 
is pushing its “figure analysis serv- 
ice” more vigorously than ever this 
year. 

The “figure analysis service’ was 
first offered by Charis Corporation 
in 1932 in the form of a very simple 
chart of figure silhouettes illustrat- 
ing all of the various types of fig- 
ures and the usual figure faults. The 
service was offered over the radio 
and in magazine and newspaper 
copy. Results from the initial effort 
have led to the decision.to promote 
the service more vigorously this year. 

“Dorothy Chase,” the Charis Cor- 
poration’s figure counsellor, offers 
over the radio to have one of her 
assistants living near the listener 
call and give the figure analysis with- 
out obligation. The same form of 
personalizing the service by referring 
to “Dorothy Chase’s assistant” is 
used in publication copy. 

Each inquirer receives a copy of 
the figure chart together with indi- 
vidual counsel as just what she 
should do to improve her appearance. 


Has 6,000 Saleswomen 


The Charis Corporation has branch 
offices and district franchise offices 
in almost every city of more than 
75,000 population, and maintains a 
normal sales force of some 6,000 
saleswomen. 

While the company has maintained 
prices and made several improve- 
ments in its garments during the 
major part of the depression, the 
1933 drive featured a_ substantial 
price reduction in all items. 

S. Roland Hall, manager of edu- 
eation and publicity for Charis, is 
in charge of the campaign. 


April 10 Moving Day 
for Chicago Agency 

April 10 has been fixed as the date 
on which the Chicago office of Batten, 
Barton, Durstine & Osborn will oc- 
cupy its new quarters on the twenty- 
seventh floor of LaSalle-Wacker 
Building. 

The new telephone number will be 
Central 7810. 


Ownership Statement 
Now Appears Annually 


Under the act of Congress of March 
3, 1933, statements of ownership re 
quired from second class publications 
will be filed annually, not later than 
March 1. 

This statement has been a semi- 
annual one heretofore. 


To Start Shopper 
Edward D. Cullen and L. W. Pro- 
vost, 42 Asylum St., Hartford, Conn., 
have announced plans to publish 
Hartford Shopping News, a weekly. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


actual experience, will do anything— 
literally anything—in an agency or 
advertising office, and at any salary. 
A. H., 1838 Stephen St., Ridgewood, 
i a 

PRODUCTION MANAGER—I will 
save you money in your production 
department. Several years’ experi- 
ence with detail knowledge of order- 
ing and handling of layouts, artwork, 
engraving and printing. Box 307, 
ADVERTISING AGE, Chicago. 


POSITIONS WANTED 


Advertising Man, account executive, 
brilliant copy writer; wants to go to 
work increasing your sales. Address 
P. O. Box 312, Kansas City, Mo. 


YOUNG WOMAN (21 years old), 
layout artist and fashion work and 
children’s illustrator; also a secre- 
tary and typist. College graduate. 


Salary secondary to opportunity. 
Helen Wortis, 243 Grand Street, 
Brooklyn, N. Y. Tel. EVergreen 
7-2528. 


RESOURCEFUL, AGGRESSIVE 
SALESMAN, 34, with 12 years suc- 
cessful sales and advertising experi- 
ence (space and merchandise). Last 
position executive. Favorably known 
New York and Chicago. Background 
four years large New York agency. 
Box 308, ADVERTISING AGE, New York. 


BREWERS’ ATTENTION: I can 
organize and train sales force, handle 
advertising and promote new busi- 
ness. College man. Five years’ busi- 
ness experience in sales promotion. 
Available on one week’s notice. Box 
305, ADVERTISING AGE, Chicago. 


Young man, college trained in Ad- 
vertising, but woefully lacking in 


LeFever New Head 
of Display Service 
Gerald T. LeFever has become 
president of Advertisers’ Display 
Service, Little Rock, Ark., in a re- 
organization. 
The organization offers national 
advertisers a bonded service insuring 
accurate installations and checking. 


Paulson to Carnation 


Clarence E. Paulson, formerly as- 
sistant manager of the Seattle office 
of Erwin, Wasey & Co., has been ap- 
pointed assistant manager of coast 
activities for Carnation Company. He 
succeeds Elmer N. Reed, who as- 
sumes similar duties at the com- 
pany’s home office in Oconomowoc, 
Wis. 


Release Shirt Copy 


Lanpher & Schonfarber, Providence, 
have released a campaign for Cape 
Cod Shirts to newspapers in fifteen 
cities. 


Kling to Kastor 
Leroy Kling, formerly vice-presi- 
dent of Critchfield & Co., has joined 
H. W. Kastor & Sons Advertising 
Company, Chicago. 


BIG 


DIRECT TO 
THE HOME 


NOW, in Chicago 
We Are Sampling OAKITE 


If you need dealer cooperation in Chicago and greater consumer 
acceptance of your product in this great central market—you may 
be needing Big 4 Service. Why not write us. 


ADVERTISING CARRIERS 
20 EAST 8'" ST. CHICAGO 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 


Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


$1 a Year .. 52 Issues 


USE THE COUPON 


Jee ee ee Oe Oe Oe ee eee ee er eee ee rr eee eee ee 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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SUNNY JIM RETURNS WITH MORE THAN ORDINARY VIM 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


CONVINCES WITH FAMILIAR SCENES 


im WHOLE WHEAT FLAKES 


SO GLY RAMEE ET Sike OFT & OHLSERE Ue 
MAVORED WITH SURE, EHLr. ame MET EYRE 


; .: 

“YOUR NEIGHBORS KNOW” 

28 houses on Lebanon Street, 
Winchester, and 23 use 


NEW ENGIAND COKE 


And here is Force in brand-new style; the boxes stacked up pile on pile on grocers’ shelves form their 
own display—the first ones ever built that way. It is, wise marketers confess, a 'Force-full"’ manner to 
express old Sunny Jim in modern dress. 


CAREER IS ENDED ALL DRESSED UP FOR SILVER ANNIVERSARY 


You can enjoy the comfort, the satisfac 

tote of it, ie long-burning, requires io, sad the economy of New England 
Little attention and costs lene money. Cole by ondeving frean your neight 
Hundreds of Streets hood branch office—or from your dealer 
‘That is why there are HUNDREDS OF Look for the Certified Seal 
mere 50% of the And if you want exsurance thet you are 

extire mumber of homes stich to New sereiving GENUINE New England Cob 
England (ode. imeist om secing the certified seal on 
Your neighbors New England Coke! delivery tickets. NEW ENGLAND COKE 


i 
! 
i 
i 
i 


Andrew C. Pearson, chairman of 
the board of United Publishers 
agen New York, whose 
3 , = distinguished i 
S au eens, ; the Geld - a Sell dian Hills Bros. Company is celebrating the 25th anniversary of Drome- 
— amt ended by his death March 31. dary dates by bringing out its complete line in redesigned packages. 
A MANUFACTU Mr. Pearson, who was 60 years old, 
had been connected with many 


Copy of this type, giving actual data on the use of its fuel in certain publishing groups, and for several 
saletbsibbeds and streets, played an important part in the huge years had been president of Na- TEASER COV WORD FOR RETAR, SALE 
newspaper campaign of New England Coke Company, Boston. tional Publishers Association Sa ae 7 


TAKING A PEEK INTO THE FUTURE OF THE GROCER 


ok Ma 
ie WuCHAMAN COUNTY WILL & 
Ba? WITH EXCITEMENT 


’ Broce 


NRE: CUT Y. Wits 8 5 
Se with THE NEW SH 


Townsend, Wyatt & Wall Dry Goods Company, St. Joseph, Mo., 

used a unique teaser campaign in the daily press to announce an 

important sale. Each of the illustrations at the top, showing prom- 

inent local buildings with huge "banners" across the front, ran sep- 

dustrial styling division, Calkins & Holden, New York. It was the agency's exhibit at the Packaging arately before the final teaser, from which the above cut was made, 
Exposition of the American Management Association in New York last week. announced a courtesy day in advance of the formal sale. 
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